
Buy the Mid-Continent Station and you get the 
biggest audience in each of these 3 markets 




OMAHA. For 4'2 consecutive 
(Months KOWH hits been No. 
] . . . M:i rcli-April day- 
time average Hooper: 4.">.S%. 
KOWH "owns" every single 
daytime quarter hour in the 
Omaha air day. Wide cover- 
age, too, on (>(i0 kc. KOWH 
gets live results for its local 
and national advertisers. Oct 
H-R or General Manager Virgil 
Sharpe to toll vou about 
it. 



KANSAS CITY. It's unani- 
mous in Kansas City. Will' 
leads in all 3 major surveys 
— Hooper (W.'rfc, March-April 
l'.l.") daytime average") , . . 
Pulse and Ticndex. And re- 
inemher, Willi has been under 
Mid-Continent ownership man- 
agement less than a year. 10,000 
watts, on 710 kc. Talk to 
John Blair, or General Man- 
ager George W. Armstrong 
about K.C. sales. 



NEW ORLEANS. From 11th to 
1st among 11 stations in only 
a year — that \s the record of 
Wf IX. now first " in New 
Orleans with a daytime Hooper 
of '>\J% (April.' l!t.")5). Sec- 
ond station, l."),19r. An old 
New Orleans tradition is 
giving way to a new one- - 
for listening, for time-buy ing. 
("hat with Adam J. Young, 
Jr. or General Manager Fred 
Berthelson 




CONTINENT BROADCASTING COMPANY 

President: Todd Storz 

KOWH, Omaha WHB, Kansas City 
Represented by Represented by 
H-R, Reps, Inc. John Blair & Co. 



WTIX, New Orfeans 

Represented by 
Adam J. Young, Jr. 




• Diagonal wipe 



• Horizontal split 



• Diamond insert and wipe 



• Controllable corner insert 




• Horizontal wedge wi 
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• "Rectangular insert and wipe 



/ / / 



• Controllable corner insert 



• Optional special effect 



///// 

WCiyS to present your' 'commercial 




Now — with RCA's new Special Effects Equipment— you can 

/nave these 12 attention-getting effects right at your fingertips. 
You push the button for the effect you want. You swing the 
"control stick" (rotatable 360°) and put the selected effect in the 
picture wherever you want it. It's simple, inexpensive — requires 
no complicated equipment or extra cameras. 

RCA's Special Effects Equipment consists of just two separate 
units; (1) a TG-15A control panel (shown left) and generator, 
(2) and a TA-15A amplifier. The Special Effects Panel can be 
nserted in any RCA Console housing. The other units can be 
mounted in your video racks. Installation couldn't be easier. 

For quick delivery, order your RCA Special Effects 
Equipment direct from your RCA Broadcast Sales 
Representative. 



RCA Special Effects Control Panel— with 12 posh- 
button selection and 360° rotatable stick control. 



RADIO CORPORATION of AMERICA 



ENGINEERING PRODUCTS DIVISION 



CAMDEN, N. A 



I Do tv soapers Will daytime tv continue radio tradition of soap opera or will per- 
j have a future? sonality shows dominate? One answer to question may come out of 

efforts of NBC TV to sell personality shows to P&G. NBC, which has 
' not done as well as CBS in daylight video, is betting personality 

I shows will eventually be top daytime fare. Web is attempting to 

| interest P&G in "Tennessee Ernie Ford Show," "Ted Mack's Matinee." 

At present P&G has following daytime tv lineup: 4 soapers, 2 audience 
1 participation shows, plus segments of "Ding Dong School." But P&G ! 

is dropping NBC TV soaper, "Concerning Miss Marlowe," 1 July because j 
of ratings, which were under 6. Story on P&G's daytime strategy 
will appear in next issue. For details of P&G's spot operations see ' 
"The Procter & Gamble Story, Part 2," page 38, this issue. 

-SR- 

Auro web $$ Heavy auto investment in network radio and tv will probably increase 
going up next season. Auto makers have been spending with lavish hand in web 

advertising. PIB totals show aut o network investment last year was t 
nearly $39 million, compared with $10.4 million in 1950, top auto 
year. Sales in 1955 look like they will beat 1950, so web spending 
will probably rise in proportion. Among all industry categories, 
auto and auto accessory firms have shown one of highest percent ad- 
vertising increases (404%) since 1948. For analysis of auto industry 
trends as well as those of other big advertisers^ see page 35. 

~SR- 

Sponsors will Clear indication fee tv will not close door to advertisers was given 
be in fee tv in recent debate between pro and con sources at Hollywood Ad Club. 

Paul McNamara, v. p., International Telemeter Corp., told Western ad- 
men toll t v will devel o p new advertising accounts "that should be 
blockbusters." Money spent by new accounts, he said, will compare 
with present "enormous automotive accounts." | 

-SR- 

Would bar web Battle over form fee tv will take would probably continue even if FCC 
fee tv shows approves it. Zenith's president, E. F. McDonald, served notice f ir m 

will fight u s e of fee tv by web s or for existing web shows. McDonald . 
said CBS statement on fee tv indicated network would "hijack" public 



into paying for current shows. McDonald's reference was to statement 
of CBS President Frank Stanton, who said: "We regard it as more than 
probable that we would earn our share of billions of pay-television 
dollars." However, Stanton attacked fee tv in strongest terms. 

-SR- 

Tv tape may Magnetic video tape, expected to revolutionize programing, may be 

be near nearer* than previously indicated. NBC earlier this month transmitted 
over network lines a color t a pe show from New York to St. Paul. 
Closed-circuit telecast was part of dedication ceremonies for Minne- j 
sota Mining & Manufacturing Co.'s new research labs. 3M firm is work- 
ing with RCA on tv tape. Program was recorded two days before tele- 
cast. Video tape story in SPONSOR 21 March (see "Video tape: pro- | 
graming revolution on the horizon") predicted first commercial use . 
of tape in 1956. 
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Day radio 
tops tv 



Auto-plus goes 
up to 39% 



Shirt firm 
bucks tv trend 



RTES honors 
Hagerty 



Says movie 
plugs hurt tv 



Sunbeam Corp.'s 
record year 



Radio's daytime audience from 8:00 a.m. to 3:00 p.m. continues to be 
larger than tv, reaching peak of 8,346,000 homes using radio between 
1:00-2:00 p.m. (NYT) , Nielsen reports. Facts were among those re- 
leased by research firm at NARTB convention in Washington. Nielsen 
figures also disclosed that more than half present daytime audience 
is reached by radio in tv homes. Network radio costs-per-1 , 000 beat 
network tv day and night, says Nielsen. Daytime radio cost-per-1 , 000 
commercial minutes comes to $0.79, while web tv comes in at $1.47, 
At night figures are radio, $2.26; tv, $2.71. 

-SR- 

Auto-plus radio listening (percent of auto to in-home listening) goes 
as high as 39% nationally, 56% locally, Nielsen reports. Figures 
were released by Nielsen at NARTB convention. Research firm said 59% 
figure was reached in March , from 5:00-5:15 p.m. (NYT), when 1,743,000 
families used car radios. Peak auto listening period, in terms of 
total homes reached in March, was on Saturdays — 2:00-2:15 p.m. (NYT) — 
when 2,160,000 families used car radios, representing 32% bonus to 
in-home listening. Local auto listening figure comes from Detroit 
report, refers to 1:15-1:30 p.m. period on Sundays. 

-SR- 

Entry of Shirtcraft Co. into spot tv could help break down hostility 
of men's wear industry to air advertising if campaign is successful. 
Four commercials will promote fall and winter Shirtcraft line on 
coast-to-coast schedule. Plugs star sportscaster Russ Hodges, will 
feature nylon jackets, washable wool shirts, Milium-lined jackets, 
cotton and Dacron shirts. Policy of men's wear industry to steer 
clear of air (Lee hats was one of exceptions) is highlighted by fact 
that of top 100 national media spenders in 1954 only 2 are holdouts 
against web advertising, with one being Cluett, Peabody. 

-SR- 

Presidential Press Secretary James C. Hagerty was honored not only 
by SPONSOR'S Second Television Pioneer Dinner but also by dynamic 
RTES of New York. Presentation of RTES award was made at White House 
last week. During SPONSOR Pioneer Dinner Hagerty commented that White 
House is receiving flood of letters re air coverage of President al- 
most all of which use this phrase: "Thank you for bringing the Presi- 
dent's press conferences to our living room." 

-SR- 

Use of movie stars and movie clips on tv is unfair to advertisers, 
says Murry Harris, p.r. director, A. C. Nielsen, N. Y. If only one- 
third of viewers to tv variety show's "salute" to movie studio would 
see 2 of the pictures promoted, result would be loss of 60 million 
viewer-hours to tv, Harris computed. His statements were in answer 
to Sponsor Asks question: "Are the movie companies getting a 'free 
ride' on tv?" Answers appear on page 62, this issue. Disagreeing 
with Harris were Ted Cott, general manager, Du Mont o&o stations,' 
Jerome Pickman, v. p., national ad director, Paramount Pictures, N. Y. 

-SR- 

Appliance-making Sunbeam Corp. , which has fought "discounters" tooth 
and nail with such advertising weapons as schedule in NBC TV's spec- 
taculars and the "Today-Home-Tonight" trio, just wrapped up banner 
sales year: $90,119,826. Last year's figure: $78,249,048. Sunbeam 
is only large appliance firm that has managed to maintain firm, 
well-policed dealer franchises. 

f Spoimar ft<>ft«rfx ctmtinws jtofii' III) 



WPEN 

Shows the greatest rating increase 
of any station in Philadelphia* 

WPEN 

Shows the greatest share of audience 
increase of any station in Philadelphia* 



♦pulse Jan.-Feb. '55 
pulse Jan.-Feb. '54 
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Represented Nationally by Gilf-Perna, Inc. 
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ARTICLES 



The tup 100 ndvevtisers: before and after tv 

A review of the top advertisers shows that they are putting more and more of 
their ad budgets into (he national air media. A comparison of their budgets 
and the percentage allocated now and in pre-tv 1948 proves the point S5 



The Procter A (iambic start/: part 2 

SPONSOR this issue explores the P&G approach to buying spot tv and radio 
time. The article reveals that while P&G's is indeed a "slide-rule" buying 
operation, agencies are free to interpret buying needs on a common-sense basis Sit 



What happens when tv hits a market? 

Results of an extensive NBC TV test on a market, before and after tv, gives 

good insight into the effects of tv on buying habits, brand identification 40 



DEPARTMENTS 



Spot radio mast list Us customers 

A major problem in buying and selling spot radio remains unsolved. It's still 
the only medium without a full publiihed list of clients 

"The miracle of televisioa" 

George Abrams of BlocV Drug gave guests at Television Pioneer Dinner a re- 
vealing picture of his firm's first five years in tv. 

illow-by-blow story of a tv test: a-eek Hi 

Sales arc up 131% over same two weels last year for B&M test products in the 
first half of May. Gain for the brown bread is 1,20.0% 
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Spot helps bniltl an orange juice revolution 

The second orange juice revolution in 10 years may be abooming. The product: 
fresh ora»go-juice in a mill-style waxed container. Two ex-agencymen pushed 
one of the fresh juices, Golden Gift, on a heavy diet of spot radio and tv 5Q 

Itostoa car dealer ska-rocketed with radio-tv 

Personality approach boosted car sales 600%, made Ma Levin's Homestead 
among best Inown car lot in the Hub City. Ad budget is almost 75% air media 52 



COMING 



ltlow-by-blow story of a tv test: week lit 

SPONSOR will continue to report (ho results of Burnham & Morrill's tv-only test 

in a linglc marlet in Wisconsin. Sin-month test will bo «ompletod in July J S •JIIMC* 



The I'rttcter *V fiamhle story: part S 

P&G s approach (o daytimo network radio and tv, a facet of its operation in 
which dociiions are now being hammered out, will male up third P&G article 
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AGENCY AD LIBS . 1 

40 E. 49TH 

NEW & RENEW 2 

MR. SPONSOR, Comdr. E. Whitehead 3. 
SPONSOR BACKSTAGE 3 
TOP 20 TV FILM SHOWS 

P. S. ..... 3.1 

RADIO RESULTS ... 6l| 

SPONSOR ASKS .... 6^ 

AGENCY PROFILE, S. H. Norrheross 6 
TV COMPARAGRAPH 7 

ROUND-UP M 

NEWSMAKERS ... . 10( 

NEW TV STATIONS _ 10* 

SPONSOR SPEAKS ... IK 
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THIS COUNTRY BOY IS GOING TO TOWN! 



at 




As a singer, Eddy Arnold has a unique and power- 
ful hold on the entire American public. No one, 
but no one, tops him as a phonograph-record seller. 

Now Eddy is going to town on TV with his new film 
musical "Eddy Arnold Time." He is supported by 
a huge cast — including Betty Johnson, The Gor- 
donaires, Hank Garland, and Roy Wiggins. 

26 half-hours, beautifully filmed and imaginatively 
produced, now in the can. 

We respectfully submit this as the finest example 
of a filmed musical ever made for television. 



r . "Eddy Arnold Time" is one of the fastest-selling 
shows in TV. . . 75 markets already snapped up. 
If yours is still available, HURRY! 

"EDDY ARNOLD TIME" 

For booklet, prices, audition 
film — write, wire, or phone 



WALTER SCHWIMMEI CO. 



75 East Wacker Drive, Chicago I, HnnOii, rKanKim 2-4392 
New York Office: 16 East 41st St., LExington 2-179) 
Hollywood: Tom Corradine, 5746 Sunset Blvd., HOllywood 2-4448 



Only 




STATIONS 

arc powerful enough 
and popular enough 
to register audiences 
in radio survey ratings 
of both Los Angeles and 
San Diego. 

Of these top four, 
KBIGis 

• the only independent 

• the least expensive 

• the lowest cost per 
thousand families 




Iht (ololma Station 
10.000 Watts 



JOHN POOLE BROADCASTING CO. 

6540 Suntet Blvd., Hollywood 28, California 
Telephone: HOIIywaod 3-3205 

Not. Rep. Robert Meeker & Anoc. Inc. 
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Itolwrt LtU'Uh; Robert Luckie & Co., Bir- 
mingham, Ala., says that daytime radio "is one of the 
best buys in advertising today. This is particularly 
true in any selling beamed at a tvomen's audience — 
and women arc the key to most consumer selling. 
Radio saturations make good sense to us. You 
reach a certain audience regardless of time involved 
and the extremely low cost-per-impression makes this 
medium attractive to us. In selling radio to clients, 
we're found it helpful to translate audience ratings 
into terms of specific thousands of people. For 
example, businessmen who can visualize a foot- 
ball stadium with 48,000 people in it cannot discern 
the meaning of 9.1 rating. It's surprising how few 
radio salesmen talk in terms of people." 



Aubreif II iffinm.s'. until recently radio-tv direc- 
tor at Fitzgerald Advertising, \ew Orleans, is now a 
partner in his own agency, lirinckerhoff and Williams, 
\< w Orleans. In radio and agencY work since 1939, 
Williams had this to say to sponsor on the subject 
of media si>ccialization : "Specialization leads to 
spirited competition for new media ideas. Over-all 
buying plays to man's weakn-ess for 'taking the 
easy way out' . . . split it up, instead of working to 
find ben allocation of funds. No man can know 
enough about all media to buy it intelligently. To 
supervise buying? Maybe. To actually buy? Not in 
my opinion." Williams believes that market selection 
should be done on the basis of sales, potential sales, 
telatiic cost. New markets, special problem markets 
arc excejitions, however, in If'illiams' opinion. 



Hnr;; lAixaln'th l^oeber. Hrisacher, Wheeler 
& Staff, San Francisco, believes that "rating 
services and audience measurentctit studies are 
necessarily our most important tools in radio and 
tv time buying," She adds, however, a word of 
caution in their use. "Ratings are used only as an 
indication of the relative standing of stations in 
a market." In buying time for such accounts 
as I an Camp Sea Food, Pict Street Frozen Foods, 
California Dairy Industry Advisory Hoard and 
others, she tries to judge stations on several levels: 
rating, coverage, merchandising and client 
advertising goals. She buys only radio and tv 
media, feels that "the advantage of specialization 
is the opportunity to devote full time to a 
complex, ever changing situation." 
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who's 
in the 



news 



All seven of the enterprising newsmen you see here. These five 
reporters and two photographers write, edit and inform a four-state 
area seventeen or more times daily for KCMO radio and television. 
These alert men are eminently qualified to keep the Midwest posted, 
too; for all are journalism graduates, reared in this region, and 
they know just how listeners and viewers like their news. 

As far as we know, KCMO is the only station in the United States 
to receive both the National Association of Radio News Directors' 
Distinguished Achievement Award and the "oscar" of journalistic 
awards, the Sigma Delta Chi award, for radio-television reporting. 



But, most gratifying are the reports we get from enthusiastic and 
widespread audiences so loyal to KCMO's up-to-the-minute 
newscasting. They all tell us we're the No. 1 news station. 
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co mo 



RADIO 
TV - FM 



tf) KANSAS 



CITY, MISSOURI 
affiliated with publishers of 
Better Homes & Gardens and Successful Farming 




BOB YOUKER 



PAT PATON BILL MCREYNOLDS HAROLD MACK JIM MONROE HOWARD NEIGHBOR JOE KRAMER 



ETHEL: You didn't ask the price. 
LUCY: Ethel, you don't ask the price in a place like this. 

ETHEL: YOU don't? 

LUCY: Of course not. You wait till they turn their backs 
and then you sneak a look at the price tag'. 



From the 
February 28th 



CHS Television 
Xetivork 



If there are still some advertisers who are intimidated by 
television's dimensions, we'd like to put them at their ease. 

Despite the obvious impact of the medium, its tremendous 
audiences, and its hold on the attention of the average family 
for over five and a half hours a day, today's television 
advertiser is a shrewd shopper. 

He wants to know if he is getting consistent, cumulative 
sponsor identification. He's no longer dazzled by mere size 
of audience. Like any other shopper who likes to know what 
things cost, he looks very sharply at television's price-tag 
— its cost per thousand customers reached. 

And the values of television easily bear inspection. 

The average cost of reaching customers with an advertising 
message on network television is $1.23 per thousand. 

This is at least 54% less than any combination of printed 
media would cost to deliver a message to the same number 
of people. And television reaches larger audiences than any 
other mass advertising medium. 



We'd also like to report that the average cost per thousand 
broadcast of is 8% lower on CBS Television than on any other network. 

/ LOVE LUCY 

over the More viewers for less money is implicit in the cost of an 

advertiser's message on CBS Television — a price-tag that is 

manifestly attractive to advertisers since they commit more 

of their advertising investment to CBS Television than to 

any other single medium in the world. _„^,_^- v ,,,. 
J ° CBS TELEVISION 
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This Is 

STRATEGIC 

AIR 
COMMAND 

Definitely! When you 
buy station KPQ, Wenat- 
chcc, Washington, you 
COMMAND THE AIR 
— STRATEGICALLY — 
around the rich Wcnatchce 
Valley and the fast grow- 
ing Columbia Basin farm 
area. 

That's because we serve 
a captive market. No out- 
side stations interfere be- 
cause we're surrounded by 
7,000 to 9,000 ft. moun- 
tains. No TV stations here, 
either. Buyers for adver- 
tised products can't escape 
your sales message on 
KPQ. 

* Nearly a $3,000,000 
market 

ir Sales Performance 
160*, i above national 
average 
ir Per Capita Income 
16 c '< above national 
\ average 

In Our 26th Year! 



1 



REGIONAL REPRESENTATIVES 

Moore and Lund, Seattle, Wash. 

NATIONAL REPRESENTATIVES 

For joe and Co., Incorporated 




5000 WAITS 
560 K.C. 
WENATCHEE 
WASHINGTON 




by Bob Foreman 

'"Sew school'' of animation too UUfhltvow for tv 

For some reason, unapparent to me but probably obvious 
to those with a psychiatric turn of mind, a misplaced sense 
of whimsey is commonplace among agency personnel. Let 
me give you an example. A chap 1 know, an account man, 
was attempting to sell a series of advertisements to hi« client. 
Prominent in the layouts, as there had been for a quarter of 
a century, appeared a trade character. 

In going over the copy, the account man kept referring 
smilingly to the character as "your little gremlin." Ilis tone 
made it clear he thought the symbol was less than superb. 
Shortly after the meeting, the client made it clear that he 
thought the account man was les« than superb. My friend is 
now working on another account where be will create more 
whimsey until the axe falls again. This joker laughed him- 
self off more accounts than most agencies ever handle. 

Attempts at whimsey plague the creative staffs of agencies 
too. Here the harm is less direct but equally result ful. For 
example, many radio and tv copywriters fancy themselves 
jokesmiths. W herever possible, they preface their commer- 
cials with funnies. The vignettes they design for spot lead-ins 
contain simulated bofls. Their dialogue is interwoven with 
wisecracks. And, generally speaking, such inclusions make 
copv weak, irrelevant, and unnatural as well as unfunny. 

\\ Inch brings me to the tv art boys and girls. Before ma- 
ligning this group, 1 wish to stale that I am generally most 
sympathetic to them. This stems from the fact that I have 
long had as real an interest in the visual arts as did Lord 
Duveen or Andrew Mellon (though I must admit to some 
fewer dollars with which to pursue this Muse). Tn addition I 
believe T was instrumental in setting up what is reputed to 
be the fir.st agency tv art department -that is. one completely 
emancipated from the I'icassos of print. 

I f owe\ er. I have noticed in recent months a tendency 
among storyboard arti>ts (and nightly you can see the results 
of their new thinking on television) to create animation of a 
decidedly "moderne" school. I refer to what may be best 
de-cribed as the McBoing-Boing technique. It's an ultra- 
bizarre tvpe of drawing which leans more heavily on the 
New Yorker than it does on Disney. It derives its humor, if 
such there be, from grotesqneness and naivete. 

It i.s my belief that this style of animation, in contrast to 
(I'lcasc turn to page 68) 
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This week ERNIE KOVACS brings his antics 
(and his friends) to WABC Radio 

From 6 to 9 in the morning (Sundays excepted) Ernie Kovacs 
will be turned loose at WABC. Result: a wild, wacky combination 
of nonsense, music and news that will attract more people 
than we ever thought got up that early. 

And Ernie will keep his early-bird sponsors smiling because they got 
there before the competition. Be an Ernie bird, too. It pays! 



WABC * Radio • 770 • New York 

Represented nationally by Edward Petry & Co., Inc. 

New York, Chicago, Detroit, St. Louis, San Francisco, Los Angeles. 
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READY 

AND 

WAITING! 



1VFBI— Syracuse Market Surveys 
have been completed covering: 



Cooked Cereals 
Dry Cereals 
Cleansers 
Detergents 
Liquid Detergents 
Soft Drinks 



Coffee 

Instant Coffee 
Spaghetti Sauce 
Baked Beans 
Non-Fat Dry Milk 
Salad Dressings 



This information is 
available to YOU! 




contact 



FREE & PETERS 
for fie tails 



* JVFBL has been 
Syracuse's 
Number One 
radio station 
since 1922 
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MADISON 



sluNsuK invites teller.* lu lh< editor, 
tu'ltrnx -to h. 41* SI.. .V»-«t ) ork 17 

SPOT RADIO 

1 would like to thank you — on be- 
half of our client as well as the agency 
-for the excellent job \ ou did in cov- 
ering the Virginia Dare Wine spot 
ladio campaign. (sponsor. 4 April. I 

It i- our feeling that spot radio rep- 
:esents a tremendous opportunity for 
clients, big and small, and yet the 
medium is too often neglected today. 
sponsor apparenth shares our inter- 
est in this problem. 

1 have heard it *aid before, and it 
bears repeating, that it is too hail spot 
rt dio is not a brand new medium. Be- 
cause, if it were, media buyers would 
be stampeding for the opportunity to 
buv in. 

1 hank you and your staff for the 
interesting, informative job \ou did. 

David J. Mahoney 
President 

David J. Mahoney, Inc. 
Xetv York 

WHERE'S MY SPONSOR? 

1 enjoyed your Winnie-to-Dannn-to- 
Feniger anecdote. It suggests a possi- 
ble explanation for what has been hap- 
pening to ni) copies of sponsor. 

An issue arrives, 1 hypothesize. Let's 
sa\ the issue in question is only a week 
late in getting to onr mail desk, which, 
In the way, is also our receptionist's 
desk. Our receptionist, name of Nan- 
cy, sorts the mail, puts mine in a neat 
little pile on the far left, and leaves it 
for my secretan . who quit last Janu- 
ary to raise buildings. 

In due time 1 come along and pick 
up m\ mail. No sponsor. 1 am deso- 
late. 1 go out to the airport and search 
rach incoming plane. 1 find two cop- 
ies of Broadcasting, an old Whiz Bang, 
and mv brother Hob. who has been 
missing for weeks. 1 am delighted 
to find him (he can now return in) 
weed-killer) but my jo\ soon curdles 
as 1 recall the purpose of my trip. 

I return to the office. While I have 
been awav another mail has arrived 
containing another issue of SPONSOR 
(the one before the one referred to in 
paragraph two; it had been missent 
{I'lease turn to page 16) 
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SPONSOR 



in th 



»"t family tradition 



There's nothing ordinary about the Minneapolis-St. Paul area. Within a six-mile radius thrive the first, 
second, fourth, and fifth largest cities of the entire Northwest. Yet the four biggest newspapers combined 

cannot reach all the folks who invite WCCO-TV into their homes every day. 
For WCCO-TV is part of the Northwest family tradition. It's the television station with the most quarter-hour 
wins for the past 27 months hi a row. March* found the same pattern: 11 of the top 15 shows on 
WCCO-TV, and 70% more quarter-hour wins than the second station. (522% more than the third). 



Take your place in the Northwest family circle 
. . . with WCCO-TV. 

*TeIepul9e 





The other member of the family 
MINNEAPOLIS-ST. PAUL 





30 MAY 1955 
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WBC RADIO STATIONS- 
DELIVER 26%* MORE HOMES 
THAN ANY OTHER COMBINATION 
OF STATIONS IN THESE 
MARKETS 



In Boston, WBZ+WBZA, 51,000 watts, the only Nt 
England station with primary coverage in all six stall 

In Philadelphia, KYW, 50,000 watts, delivers Amenr; 
third market, covers 1,160,900 homes in 36 counties. 

In Pittsburgh, KDKA, 50,000 watts, sells strong in li 
counties where 8 million people spend over 1M billn 
dollars annually. 

In Fort Wayne, WOWO, 50,000 watts, covers 69 ri. 
counties in Indiana, Michigan, Ohio. $4,499,760,000 ret; 
sales last year. 

In Portland, KEX, 50,000 watts, Oregon's only ti> 
powered station, blankets the Pacific Northwest. 



WBC TV STATIONS- 
FIRST IN 4- OF THE 9 
MILLION-SET 
MARKETS IN THE U.S. 



In Boston, WBZ-TV, Channel 4, New England's first T 
station delivers America's 6th market, 1,267,223 home 

In Philadelphia, WPTZ, Channel 3, gives a clearer pictu; 
to more people over a wider area than any other Pern 
sylvania station. 

In Pittsburgh, K OKA-TV, Channel 2, Number one T 
station in western Pennsylvania delivers America's St 
market, 1,134,110 TV homes. 

In San Francisco, KPIX, Channel 5, Northern California 
pioneer TV station delivers America's 7th market.l, 159,0 > 
TV homes. 



That's why no soiling campaign is complete without, the WBC stations. Put. WBC in your plans. 
Call any station, or rCUIon Campbell, WBC National Sales Manager, PLaza 1-2700, New York. 



*N*flw*nf ov*-r.ijw* f-ir-rvif^ nighttime 



AMPAIGN IS 

COMPLETE 
HE WBC STATION 






WESTINGHOUSE BROADCASTING COMPANY, INC. 

WBZ + WBZA • WBZ-TV, Boston; KYW • WPTZ, Philadelphia; Kdka • kdka-TV, Pittsburgh; 

WO WO, Fort Wayne; KEX, Portland; KPIX, San Francisco 

KPIX represented by The Katz Acency, Inc. 
All other WBC stations represented by Free & Peters, Inc. 



KCOR 




IN USTEHERSHIP 



las more than TW'ICK as mam listeners I per average of 
ban Spanish Station 15 



LEADS ALL SPANISH STATIONS IN SAN ANTONIO 
KCOR 

da) tint*- 1 

KCOR 

da\ time I 

KCOR 

Spanish S 



ia> ncarls 101 li times as nian\ listeners (per average of 
han Spanish Station C 

uis <i\cr '.Y.V i more listeners (per average of da) time) than 
ation I! and S])aiiisli Station C COMPOSED! 



Survey Subscribed to by ail Spanish Stations in 
February, 1955 
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40 E. 49TH 

[Continued from page 12) 

to the Milwaukee Journal). But Hen- 
ry Kaufman, en route to Silver Spring, 
grabs the issue, thinking it is Broad- 
casting; on the plane he discards it; 
barely aide to conceal his disappoint- 
ment, and it falls into the hands of my 
wife, who is also going to Silver 
Spring to look for slip covers. She. 
thinking it is intended for mv brother, 
and not knowing that he has been 
found, gives it to a passing insurance 
salesman who has an appointment with 
me that ver\ afternoon to sell me some 
guarantced-deli ven -of -magazine insur- 
ance. He. of course, is keen enough 
to see that if he gives me the magazine, 
it will only build up my sales resis- 
tance, so he slyly drops it into the cor- 
ner mail box. figuring it will never 
leach me. The postman collects the 
magazine, notices the name on the la- 
bel, and drops it in my office the same 
afternoon ; he has an appointment with 
me to see if I can't put a little less 
steam in the mail-order ads I have 
been writing so the mail they create 
will be a little less heavy during the 
period when his corns are hurting. 

I agree readily (anything to get rid 
of him and get at my sponsor!). But 
the W r MT ad has already been torn out 
by the insurance salesman. So I throw 
the book away. 

Theodore D. Mandelstam 
Henry J. Kaufman & Assoc. 
Washington, D. C. 

• Aeciiey account man and copywriter Mandcl- 
st;<m (kIki (loo* the W>IT trade paper a<N) is 
urouM'd l>y a letter recently published by SPON- 
SOR (21 March) telling: about the M range rout- 
ing of one subscriber's 7 March SI'O.NSOK. This 
Ustie was filched from the Milisf ribcr's office, 
rend on a plane to New York and returned to 
I lie subscriber by an agene\ man w ho found it 
r»u )he plane. 



SAN ANTONIO 

Texas' Flrsl and Most Powcrlul 
Spanish Lnngunqr Station 

J\ > l>rr\-rnt rd Nationally b)( | 

mi ii mm) in (i\m:i \, 

Darn Clayton A fjencit — .1 tlanfa 



ADVICE TO SPONSORS 

I just finished reading your article 
in a recent SPONSOR, entitled "Advice 
to the sponsor about to choose a tv 
agency." 

Tins article was excellent. 1 am sure 
that if more advertisers followed the 
suggestions as enumerated in your ar- 
ticle, all of us connected with this 
business would benefit. Congratula- 
tions on a job well done! 

Edwa hi) J. Stern 



resit 



lent 



7JV Tv Programs 
Export Division 
Cincinnati 

{Please turn to page 85) 
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THE OTHER I BIG MARKET IN NEBRASKA 
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You need LINCOLN-LAND 
for your positive coverage 
of NEBRASKA 

KOLN-TV and Lincoln-Land are 
necessary to your coverage of 
Nebraska for these cogent reasons : 

1. KOLN-TV's transmitter 
is located in the center of an 
agricultural domain which 
grosses $520 million a year and an 
area bustling with hundreds 
of stable industrial plants. 

2. 76.2% of KOLN-TV's families 
are unduplicated from the east. 
This represents 157,000 families 
with absolutely no class A or 
B signal from that direction. 

3. Based on class B contours, 
KOLN-TV has the widest coverage 

of any station in Nebraska, 
with more unduplicated area than 
any other station in Nebraska. 

4. Lincoln is the state's great 
retail sales hub and 

Lincoln-Land as a whole 
gives you $730 million in 
retail sales per year. 




* KOLN-TV * CHANNEL 10 



1 316,000 WATTS • A FETZER STATION 



LINCOLN 'LAND 



IKE OTHER BIG 




NEBRASKA MARKET 



FET2ER ITATlON 



LUSH GROWTH OF INDUSTRY IN LINCOLN-LAND 

Area's economy balanced between one of nation's most prosperous agricultural belts — 
grossed $534 million last year — and burgeoning "blue chip" industrial plants 



• I he-e are the hard and salient fads 
about t lit? economy of Lincoln-Land 

a market which has all the ingredients 
of solid, stahle buying power: 

The General Picture 

There has lieen a drastic shift in the 
ct onomv of the area -ince about I9-10. 
\\ liile the economy is still prednmi- 
nanlh agricultural, it is becoming 
rapicllv balanced with a diwr-ifiecl. 
-table-lv pe industrialization. 

Because of the intense level of mech- 
anization on the farms and the in- 
creased acreage per farm, two things 
ha\c happened: (1> the population 
trend i- urban at an uncommonly ac- 
celerated pace and I 2) emplox inent in 
die area is now tun persons on the 
farm to one in industry. Jnsl four 
will's ago this ratio was 3'o to 1. 

Lxpaiicling indiistr\ in Lincoln-Land 
i- absorbing a huge, segment of the 
population drift. 

Two-thirds of Nebraska's population 
i- concentrated in the eastern section 
of the -tate and Lincoln-Land lies in 
the heart ot this concentration. 

The Industrial Keonoiin 

1 he area -erved h\ M)LN-T\ con- 
lain- mo-l of the- stale's manufacturing 
plant-. There are over 350 of them 
and of a reiunrkabh diversified nature. 

\ I a rg'c- portion of the plants are 
Inaiieli operations of highh -skilled in- 
clu-lrics such as precision tools and 
tncchaiii-iiis. electronic equipment, 
pharmaceutical equipment, etc. \l> 
il-o a great center cd farm equipment 
nd -nppK and building materials 
inuf.ic line 

The- food-packing inihi-tr\ has been 
" d ii' lie 1 1 u ndo ii- -h ide- throughout 
I >>< . h I in d 

\ "I id< \ I o "i ov\ I h rale cd in- 
du l d ■• | id. il ion in I In area : the 

I He ■ 1 ' * >i one ( o. . w hi h sen ice* 

• ' 1 1 o i i 1 1 1 1 1 c i-l \c bra-ka re- 

•il- (In total in-t.dlalion<- 

i 1 ' cr v.<- I'dde licit of ]')53 



breaking even record in the history 
of the cennpany. 

\iuong the cities, apart from Lin- 
coln, that are benefiting from the 
area's dviiamic industrial parade are 
Grand Island (incidentally, also the 
worlds largest inland stock market); 
llatsings. Heatrice. Fremont. Colum- 
bus, bairburv. Seward and York. 

The Agricultural Economy 

Lincoln-Land ranks as one of the 
most productive and prosperous agri- 
cultural sections cd the U. S. 

The average size of a Nebraska farm 
i- -160 acres and the income per farm 
ranks eighth among the states. 

The farm and cattle economy within 
bincoln-Land is higblv diversified. 

Kastern Nebraska has more ground 
w;tler than any other slate in the na- 
tion adding up to billion- of acres 
and giving the section the nation's 
most economical form of agriculture. 

Most of the state's wheat is produced 
within Lincoln-Land. It brought a 
cash value of .S7I.000.000 in '53. 

I he farmers in counties served bv 
K0LVTV, in January of the same 
\car. had 792.000 dairy cattle repre- 
senting a dollar value of $131,000,000, 
and <! 13.000 beef cattle, representing 
a cash value of Si 38,000,000. Over 
S 10.000.000 worth cd bogs went 
through the feed lots in 1953. 

Sales management credited Nebras- 
ka with a farm gro-s of $1,100,000,000 
for 1933. Vrouud 00 r J of this accrued 
from counties within Lincoln-Land. 

l'.lec l rification on Nebraska farms is 
practically 100 r ,'. 

Lincoln-Lancaster County 

Population analysts rank Lincoln as 
one cd ihe most steadily growing cities 
in the midellewest. The eilv's home 
count \. Lancaster, has also had a 
-tardy grow lb within the past several 
\eurs. Lincoln is headed for a tally of 
125.000 people by September 1. 1955. 

Lincoln iilso ranks as one of the 



fastest growing retail centers in the 
country. Thev come from 40 surround- 
ing counties to shop there and national 
merchandisers agree that the quality 
of goods carried in Lincoln -tores is 
superior to that carried in man) larger 
cities. This appraisal is borne out by 
custoiner-source dala gathered by Lin- 
coln retail stores. The Sales Manage- 
ment issue of March 55 ranked Lin- 
coln as 20th in tbe list of all American 
cities with the largest percentages of 
increased retail sales as compared to 
the previous year. 

Lincoln took on a definite industrial 
complexion with World War II. The 
cil\'s indu.-trial growth has been rapid, 
especially the past seven wars. In 
1940 only one in 10 persons in Lincoln 
had a job even remotely connected 
with industry. In 1955 one out of 
even four Lincoln jobs are tied in 
with industry. In that time the popula- 
tion went up 50' r . 

The major plants in Lincoln are 
Good war Rubber, Elgin National 
Watch Co.. We-lern Llectric. Cushman 
Mot or works. the Burlington 1\.R. 



Sh 



ops 



Cooeh Milliner and Beatrice 



foods Co. Good war keeps doubling 
the size of its plant every two years 
and had a $3-milIion payroll in 1954. 
Llgin in 1954 had an S8.000,000-pay- 
roll. It now employ* 2.100 people, 
compared to 200 a few years ago. The 
Burlington shops, making boxcars, em- 
ploys 3.300 al premium wages. 

Lincoln is almost an autonomous 
unit in the matter of economy. \ sub- 
stantial percentage of the residents are 
cd the w hile-collar class employ eel in 
the Stale Capitol, the University of 
Nebraska. Nebraska W esleyan Univer- 
sity. Federal. Stale and County jobs 
and home offices of 32 insurance firms. 

Lincoln is important as an Air Force 
Base. This installation will bv January 
1935 add 12.000 to Lincoln's popula- 
tion. $21 million to the city's payrolls 
and about $25 million to local pur- 
chases of supplies. 
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GOODYEAR EXPANDS IN LINCOLN 

Attracted here by high quality of labor, firm 
,ust added 100,000 sq. ft., costing $1 million 




ELGIN'S 



MILLION PAYROLL 



Watch co. emptoys over 2,000 in 312,000 sq. 
ft. Lincoln plant, 95% of them Nebraska-bred 





Nebraska's farm and industrial 

wealth lias hoomed during post-war years 



GOV. ANDERSON 



Governor Victor E. Anderson, of Nebraska, in a stalement 
especially prepared for this market study, declared: 

"Nebraska's future lias never been brighter, from the stand- 
point of both agriculture and industry. Always a foremost 
component in tht? parade of farm states ol the great agricul- 
tural region known as the middlewest. Nebraska in post-war 
years has taken even greater strides. 

''Highly mechanized fanning, -cientihe soil management and 
■observation and a vastly stepped-up program of irrigation has increased Nebraska's 
igricultural productivity to the level where it rank? sixth among the states of the nation, 
"At the same time, this mechanization of farming has made available to expanding 
ndustry in .Nebraska thousands of mechanically-skilled, stable and quality-task workers. 
V number of eastern 'blue chip' firms who have located plants in Nebraska have been 
nost impressed with this superior labor force, as measured by consistent taises in pro- 
iuction standards and quotas. 
"An exciting potential development looming on Nebraska's industrial horizon is the 
xcellent possibility of location within Nebraska of a nuclear reactor plant for the pro- 
bation of electrical energy and many important by-products. Nebraska i- one of several 
■tates under consideration for such a plant, the location of which could step up the 
ndu^trialization of the state by many times. 

"It will also result in many value by-products which will become of considerable 
mportance to both industry and agriculture." 

PLEASE TUKN PAGE I OK M VKKKI HAT % HIGHLIGHTS 
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Employs over 1,000 in manufacture of extra- 
precise equipment for Betl Telephone System 
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HASTINGS MAKES MANY THINGS 

Among great variety plants is Kieckerfer Con- 
tainer Co.; makes 250 million milk cartons a year 





FAIRBURY WINDMILL COMPANY 

Is prominent along Fairbury's many farm service 
industries; also a noted food packing center 





HORMEL PACKING IN FREMONT 



Ceo. A. Hormel Co. employs 1,000, with pay- 
roll over $4 million; also fabricated steel center 




STORECRAFT CO. — BEATRICE 

Makes large share of all midwest's store fix- 
tures in city of many skilled-labor industries 
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KOLNTV PROMOTION 




PROMOTION MOLDED 
TO CLIENTS' NEEDS 



()l)>cr\e (in tlie opposite 1 
page wliij t Omaha agency 
men have to sav about 
record for 
<:oiu« all oul in support- 
inj: an advertiser's cain- 
> ftaisiii. These agency ex- 

uuiiu: j.onin «-< 'il.\cs speak from per- 
sonal experience. 
KOI.\-I\ s approach lo promotion and 
|)oinl-nf -ale men hanilising is ainlliiiif- ])iil 
nf a routine nature. It tailors the ideas and 
material to each advertiser's campaign. 

I he services of the Promotion and \ler- 
1 liandi-in". Department, under (iraliaui Jcaui- 
he\ - direction, include: 

I'rttfiram listings in 'M \ehraska and 
iiortlieru Kansas newspapers and TV (>ui<)e. 
with ail -personalis h\line and news feature 
-lories in |he-e puhlh atiotis, pins tlie ''Shop- 
|)iii» New-"' l -ec at right) . 

Display arfrcrtising in several of area 
pa|K r-. with spon-01 's ir lent it \ included. 

Merchandising promotions letters to 
di aler-. 1 unilxi po-h a i d-, counter cards, win- 
dow -I reamer-. -InlTeis. placards and di-pla\ 
poster-- \l-o a station mereliaiid ising letter 
monthh to <ltcnt-, fidelities, di-lrihiitois. 

thi-lhr-.'iir <onrtes\ announcements via 
film liailer-. II) slides and helops. 

Display Material downtown windows 
id for spry in I displays; also on sales floor. 




KOLN-TV FAVORITE 'KIDS' SP(t 

FUN AND ADVENTURE Si:{« 
EVERY DAY ON CHANNEL*. 



5:30— Monday thru Friday 

^^■emh captain video 




South Street 
Has New Jr. 
Department Store 



Lone 
Ranger \ 
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; 6:30— Monday 
1 Reemar Of 
The Jungle 
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6:30— Tuesdays Space Rc 



. j MIRACLE MILE 
— iin.. PROVES POPULAR 
SHOPPINO CENTER 

•ri*«j* "Mir»tlf MiU" 
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ACGHKSSIV K IS A I I HENCE AM) POINT-OF-SALE PROMOTION 

\ ie\wr* in l.ineohi's home rounty, Lancaster, are ke|>t fully ap)>rised eacli week of 
program and personality doings through the front page of this Shopping News, whose 
( iroilal inn i- now around 70,000. K.Ol.VT\ n~es several devices, systematically and 
imaginatively, to lie in ilealeis with national and regional spot campaigns. 



LINCOLN •LANO 



SUCCESS STORIES 
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SUCCESS STORIES 



A FETZER STATION 



NEBRASKA MARKET 



AGENCY EXECS, CLIENTS ENDORSE KOLN-TV'S EFFECTIVENESS 



[The following comments by agency men and advertisers who have bought and used 
KOLN-TV were obtained in personal interviews by Sponsor Presentations, Inc.) 

Milton J. Stenlmii, partner uiul mclio-lv director, Allen & Reynolds, Omaha: "By moving its 
Iransmitter west last summer kOLN-T\ created the rest of the worthwhile \ebraska market. Our 
regional accounts are reaching thousands of homes they had never reached before. The retailers of 
the three accounts we have on KOLN-TV Fairmont Foods. Supreme Bakers and Peter Pan Bread 
— have found KOLN-TV's service tremendously effective. The station, as part of its solid local live 
programing blocks, provides kid shows that reach diverse age groups, which makes it very easy for 
the advertiser to pinpoint his audience. ' 

Randall (Bud) Packard, Storz Beer account executive, Bozell & Jacobs, Omaha: ''Since 
KOLN-TV has come under John Fetzer's management, moved its transmitter west and stepped up its 
power, we've had some eye-opening experiences. Our distributor in Lincoln, without any advance 
promotion, put on KOLN-TY's ace sportscaster, Bill King. The response by Storz dealers from the 
outlying, as well as the immediate Lancaster county, areas was a big surprise to us. They had, oini- 
ously, discovered there was a station in Lincoln. Now Storz is sponsoring King around the calen- 
dar. We re getting ready to promote his daily show with an aggressive, well-integrated campaign." 

Joyce Ayres. president. Ay res, Swanson & Associates, Lincoln: "The Lincoln-Land market 
is a very choice segment in the six-state region we service for many of our clients and we ha\e been 
very much impressed with the over-all job that KOLN-TV has been doing under the John Fetzei 
management. The station's people show a continuing interest in the welfare of the account, going all 
out in every case to build and sustain an audience, which to u«, is just as important as any other step 
in media relationship. . . . The big upsurge in KOLN-TV s popularity with Lincoln viewers has been 
quite evident. Our clients, the First National Bank and First Trust Co.. who alternately sponsor 
"Eddie Cantor" on KOLN-TV, are delighted with the business gams so far in 1955.'' 

Ellsworth F. DuTeau, of the DuTeau Chevrolet Co., Lincoln; ''In our sponsorship of the Fa-t- 
ern Parkway bouts we've been amazed at the tremendous area of influence over which KOLN-T\ 
beams. To illustrate this influence — we've had people come from communities over a hundred miles 
away from Lincoln to see the used cars we had advertised on our program. As far as selling is con- 
cerned, we know we have been getting good results. KOLN-TV has done a dy namic job for us in even 
department of its operation." 

Jerry Hunt, of Hardy Furniture Co., Lincoln: (Sponsors Lincoln-Land news nightly.) "By mov- 
ing its transmitter and increasing its power KOLN-TV gave ns coverage in an area where we ve never 
used any media. The result has been a considerably expanded trading area for us. People come in 
from 80 to 100 mile- from Lincoln asking for the lhingroom suites they'd seen as advertised on 
KOLN-TV. The net result i- \\e\e had to increase our delivery da\s and trucks to oulhing areas." 
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Anrll ?0, V*ft 



Kr. Ralph "WhitU* P*ed» 
Account Executive, 
KOLN-TV , 

Lincoln, Nebrssks . 
Dear "Whitle": 

Congrstulationa to KOLJt-TV: V tr station hs a placed 
first, caong flftesn televis' :i stations, in the Butter- 
Hut Plower Seed Offer on « coat -j"«r-9l*-l V bsei*. 

Buchsnsn-Thonas m*k»B i very c«rf*ul s'uSt of the pull- 
ing cower of sseh itatlor., tr^akinp tre results <S^wn on 
tha bssta of cost p*r or *«>«■ r^crlveJ. 

Rere Is the final fcr"*l«§ 

1. KfiLJI-TV - pT -rfr 

2. Station F- IvV p**r or-^ar 

3. Ststion G- psr or<3«r 

FtC. 

Your ststen*nt thst aoproiinately 3 r ^ of your aall cm a 
tram tha city of Lincoln and Lancaster CountT is ♦*tr* , maly 
interesting to as. Tt w suld ssen to rc this li an excell- 
ent showing for Lincoln since only 1P< of K LK-tV's hams* 
fall in th* hoe* county. 

*« trust KOLN-TV will oontlnua to produce like this for 
Butter-Mut, 

Sincerely, 

BXICHAfTA'i-THOVAS ADVERTISING CO. 



«* KOLN-TV SCORES AGAIN 
ON PULL, COST RESULTS 

llulter-.Sul Coffee offers also slioir K(iL.\-TV is 
gelling llir big audience in Lincoln's Imme county 

Buchanan-Thomas Advertising Agency made a careful 
study of the pulling power of 15 top midwest tv stations 
carrying a special flower seed offer on a cost-per-order basis 
To get the flower seeds, viewers were required to send in 
25< plus a key strip from a can of Hutter-\ut Coffee. 

This was the acid test for both co\ erage and showmanship 
the one and only objective uus ORDERS! 

MERE S THE BOX SCORE OIS THE TOP 6 . . . 
KOLN-TV— 28c PER ORDER 



VHP STATION B tOe PER ORDER 

MIF STATION C — L5c PER ORDER 
MIE STATION I) AND E — 53c PER 
VHP STATION I — 67c PER ORDER 



ORDER 
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, PROGRAMING 

THE OTHER BIG • 4>fV-^ NEBRASKA MARKET 

* FHZLR STATION 

KOLN-TV'S LOCAL LIVE PROGRAMS 

Day-to-day schedule features program-type blocks that capture regional intees 



« lln-i' iki hetter \ard.»tick for 
■a- inn tire irnjui* t of a ^laliun - 
In- al li\c programing than t lie* results 
<■<! for -pon-o|s. Note on the 
I rc< I'din^ page what M)LVT\'s local 
. ml regional < licnts June to sa\ on this 
vers -nhjtMl. kOLVTX's live pro- 
j; rami titi ha- distinguished itself on 
I luce important front-: 

1. Llo-e integration with the tastes, 
interest- and desires of all strata of 
people within the area. 

2. I lie creation of outstanding pro- 



gram hlocks whose fla\or and content 
lend theinsehes perfectly to Lincoln- 
La nd. 

3. The meticulousness which is ap- 
plied to even phase of studio pro- 
duction. 

To assure top production and cre- 
ation < , urries a program director, a 
production director and three full-time 
directors. Also a staff of four floor 
men. an art director to create indi- 
\idual artwork and a film expert to 
translate this artwork into slide and 



film material. 

Lven thing, including minute spots, 
are camera-rehearsed hefore airing. 

For example, in the district contest 
of the Mrs. America competition the 
production department set up four 
complete kitchens for the four final 
contestant- in the meal preparation 
event. Incidentally. Mrs. Carl Diete- 
mever. who won this content in the 
kOLVI \ studio, went on to become 
"Mrs. America "' in the national com- 
petition in Florida. 



1 TIIEYRE TOPS IN SALES AND MAIL 



Ml ItlCl & Mil. mi I. 




c vc 1 1 s ri 1 1. 

' 1 ii I ml pimln i salesmanship, 

ill'. "I .li Ml- IVtr." f;llilll(Hl-ly 
11 'i •! i i % Mm i ' 1 1 ri [ t< ' I il ion lis a \\ uli- 
■ <f in. mI. Hill (i a m i - cartoon-, 
' ' I "PI" '' 



2 SALES WIZARDS AND HOMEMAKERS 



CURATIVE COOK Km 




Itli.ll 1 UUJl Ml IIOMK 



(Munclittolher Mrs. Marie llullieiL rales as Nebraska's lop- 
knovwi ciuikiii" personality; makes specially of gneslinfi 
liijlli school students anil hriiles4o«be. SIio\mi on versatile 
I .uli Weaver's "Uijzht \r»lil)d Home" are some student 
noises presenting part of their spring amateur show. 
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A FETISH VTATION 



YED TO MAXIMUM APPEAL, SALES 

likes; produces rich results at points-of-sale 
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NEWSCAST K R "BY" KU VS.NE 



WKATHKKMAN lit 111 TAILOR 



-coin st: vsteis mi.i. kini; 
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NEWS, WEATHER, SPORTS THAT SPARKLE WITH TOP PRODUCTION, PERSONALITIES 



KOLN-T\ put* great emphasis and pride in its news 
broadcasts and news collecting operation.-. KOLN-Tv ! s scope 
of news coverage is I lie entire .-tate of Nebraska and north- 
ern Kansas. The same applies to special news events. 

Heading up the news department is ''By" Krasne, who 
ranks among the top newscasting personalities, as well as 
news directors, in the middlevvest. His setup comprises seven 
staff correspondents, three of whom broadcast, two reporter- 
photographers in Lincoln, and "stringers" spread throughout 
Nebraska and the northern tier of Kansas. 

Two of KOLN's most noteworthy recent news feats in- 
volved the coverage of the last Nebraska election and the 
Nebraska prison riot. With the use of taped phone reports 
by correspondents KOLN-TV gave its audience on-the-spot 
elections results from 16 counties. Shown on the screen at 



the same lime was a sample ballot of the reporting county. 
KOLN-TY's staff relayed reports from the scene of ihe 
nationally front-paged riot for 65 consecutive hour.-. 

To Nebraskans nothing is as important as the weather. 
Hence it's the first item on all three daily news blocks. This 
coverage, like the news, is for all of Lincoln-Land and is 
buttressed by a trained meteorologist on staff. 

Viewers get a special kick out of Bob Taylor's ingenious 
devices in introducing his weather reports. Like Krasne. 
Taylor, in addition, shines as a news stylist. 

KOLN-TV is the Old) station that covers the entire 
Lincoln-Land sports picture. Regarded as one of the mid- 
west's top talented men in his field, sportscaster Bill King 
i.« now in his ninth year on the air. Hick Weaver, also 
nationally known, backs up King in the sports department. 
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MID-DAY FARM NEWS BLOCK MAKES PREMIUM BUY FOR ALL TYPES OF PRODUCT 



KEPOKTING MARKET PRICES QUIZZING A PARMER 




With practically even Xebraskan interested in what's happening 
in agriculture. KOLXTW- farm service has gained not only a high 
degree of vieweiship but warm approval among the state's leading 
agricultural authorities. Director of this shrewdly integrated firm 
service is Bill Morris, college-bred farmer and breeder, who's pic- 
tured in action at lhc left before the siudio camera reporting daily 
markei price- and interviewing a dairy farmer. 

KOLN-TV- No. 1 farm feature is its farm block that extend- 
daily from 1 2 : 1 o to 1 p.m. The fust quarter hour '"Camera on ih ■ 
Farm'' are film clips of interest to farmer-, obtained from \ebr.i-ka 
1'iiiversily, federal and state agencies and othei sources. "The 
Dinner Bell" program, which follows, comprises weather, community 
bulletins, farm market reporis and general news. 

To the 180,000 farm folks under the KOLVT\ umbrella. p\u> 
large segment- of urban audiences, this dinner-time block represents 
the most welcomed informative event of the day. 
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M AN AGEMENT-STAf 



AREA-AWARE KOLN-TV EXCELS 



PUBLIC SERVICE FILMING 



Itoltl K i' Jl WIIIK1 



\ i n - ( 



H\ their ran — < 1 1 1 a 1 ■ t > and regional avvarcne— kOl.VTW 
I mi 1 lii -civicc program- have mailr a singular impre— -iou 
jinniv' ill people in Lincoln- 1. ami. L-peeialh on bnsine-.- 
ji I ' iln r I'lHiuuiinitv leaders. 

I i\i 1 1 n - piogi Jin- an- produced for ngulai >(indav 
il crimon i ■ v | > i > - ii 1 1 - bv MH.N'IVs public -ervice < Ic pari - 
im in. In a led by llobi rl .banibey. In addition In lilt 1 below 
" I In ( lluir Loft." lllov arc: 
" I iiluriiiai ion ii>": an analv-i- of current legislation, 
uiib John li. Oiiinn interviewing members of Nebraska's 
I' " i-l, I tire and an-vvering questions from viewers. 
I> ii iici '. pri--enied through the Lincoln liar \s-ociation ami 



■ ffiiii^. n paicd f.rin. enl iglileiinieiil on ibe -Kite's economic, political and oilier 
•rob „- 

"V i lloii.i- speaking": medical advice and current questions produced in 
Cooperation with ibe 1 iiicoln- 1 .ainasl er Medical Society. 

"\ ir ii l\ I'.ili (calming ->iatr 1 1 i ulrw a\ I'atrol men on a topic llial 
■■.tt-ki- ~ii per i uii-( inn- about -peeiling ami IraftV accidenls. 
K<|| \ T\ al-o doc- ii i ii c l i filming of -pecial event-. For instance, last Easier it 
k it- movie i a in e r a - to Grand l-lainl, Neb., and pu! logelher a .'!()■ in i mile iidaplu- 
1 rinitv Mi boili-t Church's regionally famed an inn I l.j-lir pageant. It 
pi 'dm i I i half Ii ■ >u r film of the inauguration cci i nionie- of Nebraska Wesley an 
I ni'i-iti- i bailed nr. The n-nlts were -o plea-ing to I he Irn-lees llial the) 
i ipiired tic ti 1 in. \fler lliev're televised, tbi'-e -peeial event- film- olleil are 
i !•■ i 1 . i able to -cl no -, chnrehe-. clubs, etc., for group showing. 

w w i< i v ti|c\i-ei| ( nivcr-itv nt Nebia-ka film -eric-. "(Meat l'laiiis Tr il 
■ .t i - -tart on K( >].\ T\ . 
MM \ I \ - pi ii v i- i.ot uiilv in provide lime and facilities fin public -orviee eain- 
i ' • •' i " a- inn ir. Ii- tin piepaiiilion oi the program- ami the annoiincemenls. 
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John l:. I F.T/l it 

Industry leader and top- 
ranking station operator: 
owner and president of 
KOLN-T\ si„ re late 195.; 



\. J \ MK> EBKL 

General Manager: admen 
sav he ha* molded KOLN 
T\' into top-flight region- 
al operation within a yeat 



IIIOMAS I.. Mil SC. 

Sale* Manager: 12 year- 
in radio-tv sales, program 
production, promotion and 
station management 



7 In- i.lmir /,<i//." tli. N i. 1 program of its genre in Nebraska and upper Kan-a-, 
> Ii ii.d i .lb ji- i In ii - a- (ai a- 1~>0 miles from Lincoln. 







I). It. 1 \ t I. OK 

Chief Kngineer; with 
KOINTV. KOLN eight 
years of hi* 17 years in 
ibe elect i onic field 



r.u \. ji,»k\ 



Program Director: here 
eight years: came up lliru 
ranks a- announcer, mike 
personality and producer 
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1. New on Radio Networks 



SPONSOR 



AGENCY 



General Paint Corp, SF 

General Mills, Mnnols 

Mac's Super Gloss, LA 

MeKosson & Robbins, Bridgeport, Conn 

Simoniz (Wax 6 Kleener), NY 



Abbott Kimball, SF 
D-F-S, Chi 

Hixson & |orgenson, LA 
Ellington, NY 
SSC&B, NY 



STATIONS PROGRAM, time, start, duration 

CPN 47 Amos V Andy Music Hall; M-F 6:30-6:55 pm 

PDT; 16 May; 20 wks 
NBC full net The Lone Ranger; M-F 5:30-5:55 pm; 30 May; 

52 wks 

Don Lee 45 Bob Greene News; M-F 5:30-5:35 pm; 16 May; 

13 wks 

CBS Arthur Godfrey Digest; F 8:15-8.25 pm; 27 May; 

9 wks 

CPN 23 Frank Goss News; alt W M F 6 T Th Sat 5:45- 

5:55 pm PDT; 16 May; 13 wks 



2. Renewed on Radio Networks 



SPONSOR 



AGENCY 



Dodge, Dct 

General Motors (Frigidaire Div), 

Dayton 
Pillsbury, Minnpls 



Pillsbury, Minnpls 
ReaLemon Co, Chi 



Grant Adv, Det 

Foote, Cone b Belding, Chi 

Leo Burnett, Chi 

Leo Burnett, Chi 
Rutledge & Lilienfeld, Chi 



STATIONS 
ABC 

CBS 206 

CBS 206 

CBS 212 
ABC 



PROGRAM, time, start, duration 

Danny Thomas; T 9-9:30 pm; 12 July; 52 wks 
Arthur Godfrey Time; T Th 10:30-10:45; alt F 

11 :15-11 :30 am; 7 June; 52 wks 
Arthur Godfrey Time; M-Th 11:15-11:30; 1 June; 

52 wks 

House Parry; M-Th 3:30-3:45; 1 June; 52 wks 
Breakfast Club; Th 9-9:15 am; 26 May 



3. Broadcast Industry Executives 



NAME 



Milton F. Allison 
Richard P. Axten 
Kenneth Bagwell 
James Baker 
Keith Baldwin 
Bill Barron 
Joseph Baudino 
James W. Beach 
Leon Bernard 
Don Bishop 

Caylen Blackford 
John H. Bone 
H. C. Bonfig 
Dan Bcllus 
Howard W. Colfman 
Ted Cott 
Bud Coulson 
Charles C. Crockett 
Frank Crosiar 
Jerry A. Danzig 
Harry Dangerfield Jr. 
Michael Francis Doyle 
|r. 

Charles Dresser 
David Steinle 
|im Dugan 
Sam Eadie 
Ted Eiland 
Bob Emery 
Edwin F. England 
Joseph Fisher Jr. 
Viclor E. Forker 
Ray Gallagher 
Rita L. Garner 
Tom Gavin 
Steve Gilbert 
Cordon J. Grant 
Ray Grant 
Homer Griffith 
Tom E. Cibbens 
Archie Grinalds Jr. 
Richard J. Hallwood 
Dan D. Halpin 
Howard Harms 
Harold Heath 
Robert A. Hemm 
Dudley Henry 
Fred Hcywood 
Marvin D. Hult 
Louis J. Hunnel 
Richard W. Jolliffe 
William W. Joyce 
Roland Kay 
John M. Keys 



FORMER AFFILIATION 



CBS R Spot Sis, E sis mgr 

Alexander Smith, NY, publ rels dir 

KXYZ, Houston, local sis mgr 

RAB, NY, local prom 

WAKR, Akron, sis mgr 

KHJ-Don Lee, Hollywd, press info dept 

WBC, Wash, exec vp 

WBKB, Chi, sis mgr 

Ziv TV, Chi 

NBC Press, NY, mgr of program publ 

Foster & Kleiser, Seattle, sis mgr 

WNEM-TV, Bay City, gen mgr 

Zenith, Chi, vp & dir of sis 

KFEQ-TV, St. Joseph, Mo., sis dept 

NBC, Chi, press dept asst mgr 

NBC, NY, vp in chg r 

Don Lee, Hllywd, public relations dir 

Van Fawcett Assoc, r-tv dir 

WHOT, South Bend, stn m?r, sports dir 

NBC TV, "Home" sports ed 

Bond & Starr Adv. Pittsburgh, vp in chg r-tv 

Guild Films, cinematographer 

WNBQ-WMAQ, Chi, dir of sis 
KBUR, Burlington, asst mgr 
KOOL, Phoenix, acct exec 
ABC, sis prom 

WTAP, Parkersburg, W. Va., gen mgr 
KWBW, Hutchinson, Kan, sis stf 
ABC, NY, spot & local sis 
WENR-TV, Chi, gen sis mgr 
Blair-TV, NY, sis dev mgr & acct exec 
KTVK, Phoenix, prog mgr & opers dir 
Puck, NY, prom dept 
WIRL (TV), Peoria, stn mgr 
R-TV Reps, NY 

NY Herald Trib, New Eng sis rep 

KBIF, Fresno sis mgr 

SPONSOR, SW adv mgr 

WAFB, Baton Rouge, vp & gen mgr 

WNEX. Mobile, Ala, mgr 

WNEM-TV, Flint, sis mgr 

Allen B. DuMont Labs, gen sis mgr 

Times News, Twin Falls, classified ad mgr 

WOC-TV, Davenport, Iowa, sis stf 

A. H. Kuch, NY, natl ad* rep 

CBS R, NY, sis serv dept rep 

KMOX, St. Louis, dir of sis prom O mdsg 

WMBD, Peoria, asst mgr 

Crosley Bcstg, Cin, acct exec 

KNX, CPRN, asst gen sis mgr 

Katz Agency, Chi 

CBS R Spot Sis, SF, mgr 

WNBQ-WMAQ, Chi, adv, prom, mdsg mgr 



NEW AFFILIATION 



Same, asst to gen sis mgr 

Raytheon Mfg, Waltham, Mass, publ rels dir 

Same, comml sis mgr 

Same, asst dir of local sis and serv 

CBS R Soot Sis. Det. sis dev dept 

Same, public rels dir 

Same, vp 

ABC TV, Central Div, dir 
TPA, Chi, midW m«r 

NBC O&O stns, NBC Spot Sis, WRCA (TV), NY, 

dir of publ 
KJR, Seattle, sis mgr 

Sir Walter TV (WNAO), Raleigh, gen mgr 
CBS-Col, NY, pres 

KFMB (TV), San Diego, sis dev and prom hd 
WNBQ-WMAQ, Chi, adv, prom, mdsg exec 
WABD NY, WTTG, Wash, gen mgr 
Disneyland, Hllywd, public rels dept 
KCMB-TV, Hawaii, sis Stf 
WNDU-TV, South Bend, dir of local sis 
NBC O&O stns r & tv programing gen exec 
KSON, San Diego, sis prom mgr 
Song Ads, Hllywd, film dept hd 

NBC Central Div, Chi, acct exec 
Same, mgr 

KVOO-TV, Tulsa, acct exec 

Weed TV, Chi, sis stf 

WJNO-TV, W Palm Beach, gen mgr 

KCAR. Garden City, Kan, mgr 

Edward Petry, NY, sis exec 

Weed Tv, Chi, sis stf 

WNEW NY, acct exec 

KBTV, Denver, exec p-idcr & dir 

WMCM. NY, sis prom dir 

WDSM (TV), gen sis mgr 

WAAT (TV), Newark, sis stf 

WCOP, Boston, acct exec 

KFSD. San Diego, sis mgr 

WAFB, Baton Rouge, mgr 

Same, pres 

WBIA, Aug, sis dir 

WNAO, Raleigh, mgr 

Westinghouse, r-tv div, mktg & gen sis mgr 

KDYL, SLC, acct exec 

KCRC-TV, Cedar Rapids, Iowa, sis dept 

Blair-TV, NY acct exec 

CBS R. CPRN. Pacific Coast Sis Serv mgr 

CBS R Spot Sis, sis prom mgr 

Same, mgr 

Free & Peters, Det, tv acct exec 
CBS R Net Sis 
Same, midw tv sis mgr 
KCBS, dir of sis 0 adv 
Same, dir of sis 




Milton F. 
Allison (3) 



John H. 
Bone (3) 




Fred 

Heywood (3) 



Lawrence L. 
Wynn (3) 



In next issue: New and Renetced on Television (Neticork) ; Advertising Agency Personnel Changes; 
Sponsor Personnel Changes; Station Changes (reps, network affiliation, poicer increases) ; 
IS'ew Agpwy Appointments 
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3. Broadcast Industry Executives (continued) 



NAME 



R. David Kimble 
Brent Kirk 
Ernest Koss 
Theodore R. Lazarus 
Dick Leader 
Mack Lester 
Ceorge Lindsay 
Roy Lockwood 
William Kingsland 

Macy Jr. 
Richard C. McCloskey 
William K. McDaniel 
C. B. McDcrmott 
Donald H. McCannon 
Hugh A. McTcrnan 
Roy Miller 
John Milton 
William P. Mullen 
Byron Nelson 
Robert R. Nelson 
Henry Nicholson 
Bob Novak 
C. ). Pajakowski 
Harry D. Peck 
Edwin P. Phelps Jr. 
Harold V. Phillips 
Charles E. Powell 
Robert Purcell 
Don Ross 

RoDert 0. Runnerstrom 
Robert H. Salk 
Jacques Sammes 
E. F. Shadburne 
Henry W. Simmen 
Edward A. W. Smith 
Lola Spitz 
Art Stober 
Robert F. Stolfi 
Howard T. Swatford 
W. C. Swartley 
Cuy Vaughan 
William Veneman 
Harold R. Wettersten 
Seymour Whitelaw 
Bud Wilson 
Lawrence L. Wynn 



FORMER AFFILIATION 



RAB, dir of local prom 

KUTV, SLC, sis mgr 

MBS-WOR, Recording Studios, NY 

Donahue & Coe, NY, acct exec 

KCOP-TV, LA, adv prom 

KTOW, Okla City, stn mgr 

Weed TV, Chi 

CBS TV, NY, prodcr 

Suffolk Bcstg, vp 

WWJ-TV, Det, sis 
KNBC, SF, sis dir 

WBC, vp & gen exec 

Warwick & Lceler, LA acct exec 

Katz Agency, Chi 

Moloney, Regan & Schmitt, SF 

John Loveton Prods, E sis mgr 

KCBS, SF, acct exec 

WARD (TV), Johnstown, Pa, gen mgr 

WINR, Binghamton, comml mgr 

Free lance prodcr 

WHOT, South Bend, Ind, sis mgr 

Hearst Corp (WISN, WTVW), Milw, res vp & gen mgr 

WMBD, Peoria, sis mgr 

O'Toole Tire Co, sis mgr 

Mass. Bay Tclccasters, member of bd 

CBS R Spot Sis, SF. acct exec 

WLOK, Lima, mgr 

Station Films, NY, gen mgr 

CBS R Spot Sis, NY, presentation writer 

KKTV, Col Springs, si: stf 

Weed & Co, NY, acct exec 

WIP, Phila, acct exec 

KTJUD, Athens, Texas, cont supvr 

WFIL-TV, Phila, dir 

CBS TV, NY, sis dev, planning & res dept 
Cadillac, Det 

WBZ-TV, Boston, gen mgr 
WIST, Charlotte, mg dir 
KTTV, LA 

WBKB, Chi, acct exec 
KCBS, SF, E sis rep 

WABC-TV, NY, acct exec 



NEW AFFILIATION 



Same, dir of local sis and service 
Sane, stn mgr 
Same, dir of sis 

Ceorge Blake, NY (films), exec 
KWIZ, Santa Ana, Calif, natl sis mgr 
KTVQ, Okla City gen mgr 
Same, sis mgr 

Robert Lawrence Prods, NY, prodcr-dir 
Same, pres & gen mgr (WALK, Patchogue, Wf 

Riverhead) 
CKLW-TV, Det, acct rep 
Same, gen mgr 
NRB, vp, r & adv consultant 
Same, member of bd 
KRCA (TV), Hllywd, acct exec 
Same, midwest r sis mgr 
KHJ-TV, Hllywd, natl adv mgr 
ABC TV, NY, acct exec 
CBS R Spot Sis, SF, mgr 
WDEL-TV, Wilmington, Del, mgr 
WNBF (TV), Binghamton, r sis mgr 
Quality Radio Croup, prog dir 
Same, mgr 

WACE-TV, Marquette, Mich, vp & gen mgr 

WMAK, Nashville, mgr 

WTVA-TV, Peoria, sis mgr 

WBAL, Bait, acct exec 

KTVQ, Okla City, dir of tv 

KNX, CPRN, natl sis mgr 

WMBD, Peoria, exec 

Screen Ccms, NY, dir of sales 

RAB, NY, sis prom writer 

WCPM, Cumberland, Ky, stn mgr 

WNEW, NY, acct exec 

Edward Petry, NY, sis exec 

KIWW, San Antonio, asst stn mgr, asst to gen m 

WITV, Miami, opers mgr 

WNDU-TV, South Bend, dir of sis prom & adv 

CKLW-TV, acct rep 

Same, also WBC vp 

NBC Film, NY, slsman 

KTVW, Seattle-Tacoma, exec asst 

ABC TV, Central Div, Chi, sis mgr 

CBS R Spot Sis, SF acct exec 

WCIL, Calesburg, III, mgr 

Same, sis mgr 



4. New Firms, New Offices, 

Advisors in Management, a firm of psychological consultants, 
has been organized with hdqtrs in the Congress Hotel 
mezz, Chi 

David 0. Alber Assoc moved to 44 East 53rd Street, NY, on 
28 April 

Anderson & Cairns moved to larger office, 130 East 59th 
Street, NY 

Brisachcr, Wheeler & Staff moved to 1600 Bush Street, SF 
Blitz Adv absorbing into H. Richard Seller Adv with offices 

at 937 S.W. Jackson St, the building presently occupied by 

Blitz, Seattle 

Blackburn-Hamilton Co, media brokers, opened new SF office 
.it 111 Sutter St, EXbrook 2-5671 

Brinckcrhoff & Williams Agency, new partnership, with of- 
fices at 928 Cov Nicholls Street, New Orleans; E. V. Brink- 
rrhoff & Aubrey Williams, former r-tv dir, Fitzgerald adv, 
p.irtncrs 

Burnt Adv moves head office to 1247 Cuy Street, Montreal; 
Toronto office stays at 570 Yonge Street 



Changes of Address 

Henry Ccrstcnkorn has re-established his own ad agency at 

4020 W 3rd Street, LA, DUnkirk 7-4285 
Ricnara P. Holland cstaDlishing own adv consultant business 

in Boston 

Earl Klein, pres of Storyboard since its inception, has re- 
signed to form Animation Inc, 843 N. La Cicncga Blvd, 
LA; firm will produce animated commercials for tv 

Mullins-Earl, new ad agency at 1616 N. Cahuenga, Hllywd, 
HOIIywood 7-6318 formed; Tom Mullins, former vp & 
gen mgr of Irwin, LA; Warren Earl, former KCOP, LA, 
dir of sis prom & mdsg, partners 

Jack T. Sharp opened agency service at 2036 East 22nd 
Street, Clcv, Superior 1-1700 

Wcstinghouse Bcstg plans to move its hdqtrs to the Chanin 
Bldg, 122 East 42nd Street, NY, about 1 June; Wash 
office, 1625 K Street NW, will remain open 

Don Wilson heads new company, Don Wilson Productions, 
KTTV Studios, Hllywd 28; to film tv commercials and In- 
dustrial, documentary, and sales pictures, as well as sound 
slide films 
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Announces the /tppomMi^m 
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INCORPORATED 



NEW VO 



As National Sales Repremmamm 



June L 1955 



WNEW BROADCASTING COMPANY, INC. 
565 Fifth Aienfie, New York 17, HI 
PLaza 3-3300 
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630 Fifth Avenue, New York 20, N.Y.— JUdson 2-5011 
1016 N. Sycamore Ave., Hollywood 38, Col.— HOIIywood 4-5171 
522 Foriyth Building, Atlanta 3, Go.— lAmor 7703 
445 N. Lake Share Drive, Chicago 11, III.— WHitehall 4-3530 
1907 McKlnney Avenue, Dalai 1, Tex.— Riverside 1371 

RADIO CORPORATION OF AMERICA * RCA VICTOR RECORD DIVI3 I* 





NTING THE STATESMEN QUARTET . . . 
ular, talented graup brings favorite gas- 
pe singing la yaur listeners. % haur, 
i week. 



CONCERT ON THE MALL . . . This rich, lush 
sounding band plays everything . . . fram 
"South Pacific" medleys and traditional 
marches to symphonic and popular types af 
music. Vi hour, ance a week. 



WEEKEND SHOPPERS' SPECIAL... This new 
show was designed la give stations a pro- 
gram with strong appeal to sponsors who 
want ta sell ta weekend shoppers. Ideal far 
participations. Once a week, 30 minutes. 



THEY CAME! THEY SAW! THEY SIGNED UP! 

At the recent NARTB convention broadcasters from all over the 
U.S.A. signed up for the Thesaurus Library Service. Further proof 
that today's Thesaurus is America's best library service buy for 
both sponsors and radio stations. 




Milwaukee's 



"best X 

here's why: V ' 



"the voice 
of the 

BRAVES 




t*»e V »q i» Treves 
ga-»« are rot te fviwdl 




m-fm 



all-star 
programming 



Milwaukee's 
Most Powerful 
Independent 



24 hours 
of music 
news, sports 



5000 




lowest cost 
per thousand 



HUGH BOICE, JR. 
HEADLEY-REED, 





Comdr. Edward Whitehead 

President 

Sch*eppes (U.S.A.) Ltd, New Yorl 

Meeting Commander Edward Whitehead in a Madison Avenue 
office is virtually a* startling a? a picture of Queen Elizabeth II in 
a jeep. It's an experience that evoke? image? of Rudvard Kipling, 
the road to Mandala\. and drinking gin and tonic < Schweppes" own 
"diluant" — mix to \ ou at the old Shepheard'* in Cairo, or at the 
Explorer * Club in Nairobi. 

'"Of course, as you know. I originally came over to your country 
to »et up some modus operandi with Pepsi-Cola." the Commander 
told sponsor, i The modus operandi with Pepsi consist; of having 
that company do the actual bottling of Schweppes in its U.S. plants, i 

"At that time (somewhere around January or February 1953 L Al 
Meele of Pepsi Cola, who is U.S. head of Schweppe-. and David 
Ogilvy conceived the idea of having me appear in the American 
Schweppes advertisement;.'' 

One gets the impression that Commander Whitehead, the personi- 
fication of a battling individualist, became accustomed to the idea 
fairly rapidly. 

"At fir-t. of course. I rather disliked the idea of being a goldfish." 
said he. 'Tin a normally reticent Britisher, you know. But there 
wa* a need to illustrate the maintenance of quality in some dramatic 
way. so I complied, of course." 

I ndaunted. the Commander continues to wear the beard that has 
made him famous throughout the I .5. with the Schweppes print ads. 
\^ i tli Schweppes' addition of radio advertising (also through Ogilvy. 
Ben-on i Mather*, the Commander's "appeal to pattern creating 
people" h3? been translated b\ means of his very British accent, 
heard in minute-annoumements from 20 to 50 times a week per 
market. 

Despite the colorful advertising approach. Schweppes sale? are 
i ot \et sufficiently substantial in this country to show a profit. The 
Commander. hove\er. expresse- satisfaction with the continuous 
-ale- increases, expects profits within the next two years. In the 
meantime, he will concentrate on the L .5. market, has brought over 
hi- famih (wife and six-year-old son*! to live in Connecticut. The 
Commander will continue his travels to other Schweppes markets: 
la-t \c3r he went twice around the world. 

"People remember, for some extraordinary reason, my name and 
Schw eppes' name in conjunction with it." says he. * * * 
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You just can't escape TV in saturated San Diego I 













r\ 









89.9% of the homes have it! (Pulse, Jan.*55) 

Well over 285,000 TV homes . . . 850,000 TV people! 

This is the kind of coverage that moves merchandise. 

One of the reasons why television 

is your best buy in growing San Diego. 

And television in San Diego is KFMB-TV! 



KFMB 



WRATHER-ALVAREZ BROADCASTING, INC. 

REPRESENTED BY PETRY 




SAN DIEGO. CALIF. 



America's more market 






2^- 



"That** for .sending all 
those Carrots to (ugh) 
People"* 

The world's mo-t luscious, juicy 
<-arrots come from ''Cal Sales" 
capthe market, the Central Coast 
of California and what doe^ 
old ""Car' do? F,\cr\ summer, he 
ships 18,81-7 miles of bags of 
carrots out of Monterey Countv 
alone . . . lav those hags end to 
end. and ll)e\"ll reach from Madi- 
son \\cnuc to 1 lolh w ood and 
\ ine 6 times with enough left 
o\er to get to Michigan Blvd. 

\nd all those ungrateful people 
do to send him 1 I million 
highh indigcslihle dollars in re- 
turn pail of the ]0.1 million 
(lo'lnrs Cal will get this \ear for 
hi< agricultural products in Mon- 
terey (.'oiinU ("jii^i one of Cal's 
three < aid i\ e counties I . 

It's enough fo turn vonr 
hare! 



KSBW 






by Joe Csida 

If I may he permitted to corn it up a little here this trip, 
I'll like to show you a Menu of Memories: 

VIPers' Brunch 
Sunday, May 22, 1955 
Mayfloioer Hotel — Suite 237-38 
ETO Plus Ten 
A per tiffs 

Bloody Marys ( Xovikane) Old Kronheim (In the Woods) 

Miller High Life (Justin-time) Dry Sak (5th Ave.) 

Campbell's Soup 
Kirbyed Shrimp (uith Wilder Rice) 
Blintzes (Swezey & Sour) 
Rcinsched Beef (Staishoff) 
Code Bortsch (Fetze.r, uith Sour Ream) 
Green Salad (Abel dressing) 
Desserts 

eClairs (Tootie McFruitie) Csida Grapes (aux Cousin) 

Ice Cream Whedges Ream Puffs 

Cafe O'Lay (Alicoate) 

The chef who put this hill of fare toegther is Sol Taishoff, 
publisher and editor of our contemporary. "Broadcasting- 
Telecasting" and the names dragged into the dishes are those 
of a group of 14 of us. who just 10 years ago constituted an 
Army sponsored U. S. Broadcasting Mission to the European 
Theatre of Operations. There were fin the order Sol's 
squeezed them into the menu) Morrie Xovik, Mark Woods, 
Justin Miller, Martin Campbell, Ed Kirby. Bob Swezey. 
Leonard Reinseh. John Fctzer. Abel Green. Clair McCul- 
longh. Bill Hedges, Joe Ream. Jack Alicoate and I. 

Each year for the past 10 years, sometime during the Na- 
tional Association of Radio and Television Broadcasters Con- 
vention this \ Il'ers' group has bad a reunion. We haven't all 

made it each Near, but by and large the representation ba> 

•i 
c ■ 



been close In 100"- 



CI5S, NBC, ABC, DuMONT 



This is being written on the eve of this year's Convention 
and 1 don't know what the '55 turnout will be, but I hope to 
report on it after the event. In the meantime this past decade 
has seen many a change in each of us and certainly in the 
businc-- which brought us all together. It is noteworthy, 
first of all. I believe, that all of us arc still here. It's perhaps 
e\cii more worthy of mention that all but a few of us are still 
deeply involved in the broadcasting business. Like they say 
in the soapers, the Fates have been fairly kind to most of us. 

(Please turn to page 72) 
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Ml WASHINGTON TV 




"Best dam salesman I've ever seen!" 



Frankly, you haven't seen anything yet 
— not until you've seen how Mt. Wash- 
ington TV can sell! And "the moun- 
tain" actually covers the lion's share of 
Maine, New Hampshire and Vermont at 
about half the cost of any other three 
TV stations in the area combined. 



Incidentally, during a recent 25- 
words-or-less contest to name a day- 
time woman's program, 15,652 entries 
were received from 715 different cities 
and towns in Maine, New Hampshire, 
Vermont, Massachusetts, New York 
and the Province of Quebec. 



CBS-ABC 



WMTW 



Channel 8 



John H. Norton, Jr., Vic* Pros, and Gonoral Manager REPRESENTED NATIONAtlY BY HARRINGTON, RIGHTER & PARSONS, Inc. 
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KINGSIZE 



F A C I L I T I E S 




In the Carolinas, advertisers find many types of TV 
facilities . . . but only on one station, WBTV, can the 
advertiser get complete, Kingsize Facilities. 

Here, in WBTV's new $1,250,000 home with 51,000 
square feet of floor space, are TV studios measuring 
40' x 40' and 40' x 60', each wired for three black-and- 
white and two color cameras, each accommodating 
Kingsize studio audiences . . . the last word in engineering 
equipment . . . art and carpenter shops for designing and 
building any type of scenery . . . three ultra-modern 
darkrooms . . . dual facilities for transmitting color and 
black-and-white slides and films . . . Kingsize executive, 
program, production, engineering, news, sales, business, 
promotion and merchandising departments. 

Conditioned by 33 years of broadcast leadership, 
WBTV planned big . . . built big. Now more than ever, 
WBTV is your first, biggest step to TV coverage of the 
two Carolinas. 




NATION'S TOP 100 ADVERTISER ARE IN WIDE VARIETY OF INDUSTRIES. SEE CHART NEXT PAGE 



The TOP 100 advertisers: 
before and after \\ 

Most o£ them — 69 to lie exact — have increased the share 
of their national media ad budgets going to radio and tv 

by Alfred J. Jaffe 

JT he top 100 U.S. advertisers in PIB-recorded media are more air conscious 
than ever before. 

They are not only putting a greater share of their ad budgets into radio and 
tv but — so far as PIB-reported media are concerned — most of them are spending 
more on radio and tv than for print media. (PIB-reported media are magazines, 
supplements, network radio and tv.) 

Item: Of the top 100 advertisers in 1954, 69 have increased the share going 
to radio and tv since 1948 — year which for all practical purposes can be 
termed "before" tv as far as networks are concerned. 

Item: Of these same advertisers, 60 spent more than 50% of their national 
budgets in 1954 on air advertising. In 19-18, only 33 of this group spent more 
than half on air advertising. 

What's behind all this? 

Well, tv, for one thing. This new, high-impact medium has tantalized adver- 
tisers, has shown again and again a tremendous sales power. It has resulted in 
money being diverted from other medi i and has also attracted new money re- 
leased by a booming economy. 
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.<£ l.juil.l.- 
Mulor. 
1 jlinol i * v 

I uc.J, 



i- t r i c 



> d u s- I 



2 O.n.rjl 
( uluali'-l 

1 f.rmral 

3 I. ill.lt. 
(. ( lvri -1. r 
7 l.rtt.ral I li- 
ft I < vr Itr. 

•i it. J. It. Ml.. 1.1- 

III l.rmral MllK 

1 I Vuli-rirari I i.baci-o 

1 2 I t.nl M ..lor 

1.1 I*. Lorillard 

1 I l.ictfrll A Mv«T- 

I 5 \ mi rir .in Home I'l 

10 I alli|.l'«-ll Soup 

IT "S al ioiia! Dairy 

18 >»ift 

19 krllcipp 

20 Mil*-- Laboratories . . 

21 I'ill-I.nrv \]ill* 

22 Ouak.-r Oat., 

2.1 Itri-tol M><-rs 

2 I Slt-rliiiR I)rup 

23 I . oo d> car 

23. Ili-lill.T-. t opp.^— Si-awrsiin., 

27 I'ljilig. Murri-. 

28 A I A I 

2** V i . J. .linsois 

.10 It ( V 

3 1 W CHliiiL"li»»usi" 

12 I'liil.o 

33 Vrniour — 

3 1 *M-rnlau 

3." Ilu r»nl 

.'(6 Standard Brands 

37 National Di'-tUliTs* Products 

38 ( ora-f-ola 

39 Johnson i\ Johnson 

Ill Itivall Drue 

I I I irrnlonr 

12 I artialii.n — . 

13 llord.-u 

I 1 I <-\n« Co. 

I.™ I til. rnntional Cellucotton 

16 s r<)1 | l'al>rr 

17 Uro 

18 ra-linan Kodak 

I'* \iidr.-*. J.-rp.-m .., 

r>0 'National lii«rllit 



Total 1954 
B ngs 

(000) 

$ I I . I 5 I 

36.77 I 
26.727 
23.236 
I 9. 199 
18.378 
1 7.860 

16.706 
16,121) 
15,937 
15,118 
12,752 
1 2.3 H- 
I 1.328 
1 1 .068 
1 11.327 
9,099 
8.077 
7.922 
7.882 
7.723 
7.599 
7.56 I 
6,780 
6.60 1 
6. I 18 
6.333 
6.291 
5.888 
5.677 
5.307 
5.150 
5.106 
1,928 
1.9 12 
1.813 
1.523 
1.116 
1.3 10 
4.194 
t.128 
1.089 
I.03O 
3.873 
3.70 1 
3.630 
3,385 
3.557 
3.531 



OF 195 I S TOP 100 ADVERTISERS 60 SPENT MORE THAN 50|<* 

Air Kt 



Total 1948 
Billings 
(000) 

£26.620 
11.803 
10,803 
12.990 
8.5 18 

5. 192 
11,772 
11,170 

7,70 1 
10.126 
5.371 
5,178 
2,521 
7.600 
5,160 
9,77 1 
•1.931 
9.263 
2,211 
6.212 
3.156 
3,5 17 

it 38 

11.316 
3.872 

6, (lift 
.1.1 18 
3,878 
1,662 
2, 162 
4,0 12 
3,859 
3,7 15 
1,51 I 
2,730 
2,0 12 
3,020 
3,983 
2,853 
1,192 
1 .606 
1.632 
3,219 
2.660 
1,863 

993 
1.621) 
1,830 
2,109 
2. 182 



1948 
Rank 



1 I 

16 
■1 
5 

12 
H 

19 

10 
13 
IB 
10 
21 

9 
48 
1 1 
33 
30 
20 

6 
26 
15 
2'* 
25 
67 
■12 
23 
27 
29 
78 
38 
50 
31 
21 
37 

69 
68 
32 
39 
58 



62 
I 1 

17 



Magazines 



Supplements 



Network Radio 



Network Tv 



1948 

53.0 18 
9.273 
3,692 
5 782 
1,71 1 
1. 173 
7,932 
3,763 
3.386 
2.320 
2,169 
3.8 19 

938 
2,203 

769 
2.8 16 
2.129 
1.532 
1.191 

265 
1 .0 10 

7113 
3.237 
1,390 
3.266 
6.018 

221 
3.053 

321 
1.807 
2.123 
1.621 
1,155 



2,03 1 
510 
3,020 
1 ,163 
2,659 
332 
830 
678 
1,6 18 
1, 118 
1,717 
93 3 
1, 152 
1.830 
1 ,502 
1 . 1 38 



1954 

9 6,5 13 
20,560 
3,71 3 
1 0,037 

1 .3 1 I 
7,276 
9,558 
2,561 
2,799 
3,55 7 
1,028 
7.802 
2,781 
2,167 
2.058 
5.081 
2 972 
2,117 
1 ,5 1 3 

921 
1 ,5 1 6 
2,726 
3,0 10 
1.85 1 
•1.7 13 
6,601 
1.652 
5,198 
1,007 
2.866 
2,036 
1,200 
2,107 
3 

1.15 1 

3.0 18 
4.808 
1,701 
3.915 
2.231 
1 .870 

811 
1 .636 
2,635 
2,557 
1,457 
1 .623 

3.1 21 

1.4 1 1 
7 19 



/ 

1948 


1954 


1948 


1954 


1954 


S 3,372 


$1,566 


s 1 8, 199 


51^,339 


S23,701 


333 


2,129 


1,976 


3,780 


10,301 


2,768 


1,109 


1.3 12 


4,813 


14,089 


1 13 


2,190 


6,77 1 


3,300 


9.728 


567 


1,031 


6.26 7 


5,562 


11,5 10 


199 


113 


819 


1,867 


8,820 


336 


390 


3.283 


949 


6,961 


2,390 


3,52 1 


5,3 1 7 


4,471 


7,21 1 


42 


306 


4,076 


1,770 


11.828 


915 


1,208 


7,190 


3,724 


7,630 


301 


897 


2,601) 


1,526 


9,483 




869 


1 ,629 


774 


5,972 


118 




1,16 1 


3,300 


6,662 


352 


823 


5,0 13 


2,921 


6,131 


97 


260 


4,592 


3,474 


5,534 


1 05 


868 


5,819 


573 


4,546 


926 


658 


1,875 


812 


5,88 1 


1 1.343 


1,032 


3.387 


3,0-18 


2,900 


5 


390 


1.0 18 


1,910 


4,263 


91 


132 


5.885 


6,172 


695 


1,126 


303 


989 


2,019 


4.010 


16 V 


1.062 


2.6 79 


1,570 


2,365 




296 


2,101 


1,481 


2.778 


863 


1,467 


9.063 


3,318 


723 


6 1 


69 


511 


333 


1,613 



8.1 




38 


21 


160 


704 


26 


2 18 


6U 1 






58 


.1 75 


1,167 


316 


236 




32 


36 


726 




1 


191 


329 




21 




232 


331 


469 




3 I 


11 6 


470 


33 


39 


153 


45 1 




16 1 


100 


1 16 


19 1 


1.066 



3.8 I I 
786 
1.181 
628 
1.318 
2.234 
1 ,9 1 6 
1 ,168 
695 
1, 173 



1,126 
815 

1.865 
883 



1.316 
661 



3,668 



2,71 1 
1,890 
3,621 
2,731 
1.21 I 
4,863 
741 
1,136 



% to I 

1948 

68.3 
16.7 
10.1 
52.1 
73.3 
14.9 
27.8 
46.3 
52.9 
68.9 
18. 1 
29.7 
16.1 
66.3 

8 1.1 
39.5 
38.0 
36.3 
46.7 

9 1.2 
31 .3 
75 .5 
39.3 
80.0 
1 3.9 



9 1.3 
20.2 
71.0 
23.3 
32.6 
37.8 
51.1 
77.1 
23.1 
72.2 



2,519 


159 


2,362 


63.2 








200 






859 


623 


1, 16 1 


72.0 


■t 


776 


766 


1,557 


18.3 


5 


973 


1.887 


1,163 


58.8 


7 ■ 


1.216 




1,983 


37.7 


4 < 


1.211 


881 


478 


46.6 






407 


436 










2,208 




V 


1 1 


338 


1 .21 1 


0.9 


1 


801 


1 95 


1,472 


33.3 


4 


1.1 19 


660 


1.055 


19.9 


4 



SOURCE: ruhllpher^ Information ltureau All billings ale in thousands. Where I 
shown for 19 IS. ailvitlser was In-low the lop 100 list of thai year. 
NOTE: In cases of niergT or puiehasc of another con pany since 19 IS. dollar flgur tm 
are total of merged or puichnsed lirm together with parent firm. However. 19-18 rat 
that of parent firm alone, l'hllip Morris billings include Benson & Hedges: A V H 




l"l lllnlluT llllllil. ! Ill" postwar rid 

li.i- pi nv idi tl a fa>-< mating testing 
■in mikI for media. True, il is not the 
i vcrc ti--ti)i r ! <iinuiii| of a depression. 

win n the |n olilcin is what medium to 
hop nr what to i lit. It has heen an 

'•ri of hiuh -.lie- ami hi^h opportmii- 

H' with ,i l emarkahle hill jjeoning of 

i rw l.r.nitK ami 1 1 c mentions pressures 

jinl on olil one- 

I'm with tin- ii 1 1 1 1 1 n : 1 1 ad\ rrt i-cr \ir- 

'n ill\ r< ■ rj ii icd In ^ i ,- 1 1 1 new customers 
\m II a hold on |o old ones and with 

It and lo\a|l\ liirniii" out to he an illu- 



sion the mass media have hecn on trial 
to ahout the same extent they would he 
during hard times. In this trial the 
air media, hut especially video, have 
proved themselves as attested hv the 
share of all advertising heing allocated 
to them. 

Wording to McCann-Erickson fig- 
ures provided to Printers' Ink. the 
share of all advertising fioing to spot 
and network radio in 191f> (tv fig- 
ures were too small to he measured in 
that vear) was ahont 6 r r . In 1951, 
network and spot radio and tv got 



ahout II'/ of all ad expenditures. 

The amount of actual dollar increase 
is even greater than indicated hv the 
share percentages since the 1918-54 
period was one of almost constant 
growth for advertising expenditure. In 
I9-l<°» network and spot spending came 
to $331 million. In 1954, it came to 
■*900 million. 

When von get heliind the totals, 
however, von find a surprisingly di- 
verse picture among the top 100. In 
comparing what happened to these 100 
hetween 191<". the vcar commercial tv 
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UD GETS ON AIR; IN 1948 ONLY 33 SPENT MOKE THAN HALF 



Advertiser Total 1954 Total 1948 

Billings BIDIngs 

(000) (000) 

llrlene Ctirtis S 3.3 IT S 236 

American Motors ... e ...... 3, l~r» 2,.j07 

Brown & Williamson..., 3,116 1,38 1 

Sch. nl. y ,. 3,318 3,831 

Sunbeam , 3.221 810 

.Nestle , 3,147 1.167 

Uuw Chemical .,, 3,087 333 

Alun>iiium Co. of America 3.082 1 ,01 7 

B. I\ Goodrich , 3.020 2,130 

Pabst Brewing . 3,OH> 1.287 

Florida Citrus Commi^ion..... 2,9 12 323 

Pel Milk 2,906 1,(131 

Joseph Sclililz Brewing 2,<>U2 1,307 

Pepsi-Cola ..... . 2,'K>2 360 

Hazel Bishop 2, 'JO I 

V. S. Steel 2,873 1,701 

Corn Products Kenning, .. 2,811 1.313 

SvlNanin Kleetric 2,802 217 

Kaiser .Motors 2.77 1- 3.101 

William Wriylcy Jr , 2,76" 98 1 

Carter Products ...t 2,766 1.721 

Armstrong Cork 2,718 1.533 

Best Foods 2.601 1,123 

Hallmark Cards i 2,373 'J 19 

Lambert ,. 2,517 1.OT3 

Borg-Warncr 2,196 1,179 

Reynolds .Metals 2,193 333 

Clurtt, I'eabo.ly 2,173 1,737 

Schick 2,132 1-10 

Anier. Dairy Assoc 2,102 -132 

Prudential Ins. of Ainer 2,39 1 2.189 

Admiral 2,318 793 

California Packing 2,330 1,300 

Wesson Oil & Snowdrift .„ 2,318 903 

Plmonii , „ 2,132 312 

Mutual Benefit Health 2,121 728 

Doubleday 2,091 1,197 

Standard Oil of Indiana 2,08 1 74 

Remington Hand 2,062 711 

Soeony Vacuum Oil 2,016 1,16 1 

Gulf Oil 2.027 983 

Otin Mathi.-son Chem 2.013 1.820 

Minnesota Mining it Mfg 1,971 423 

Ralston Purina 1.973 1.326 

Longkies.Wittnauer 1,966 413 

Amer. Chicle 1,964 287 

Block Drug 1,957 463 

Union Carbide & Carbon ... 1.931 1,503 

Johns-Manville 1.9 14 933 

Manhattan Soap , 1.939 3,404 



1948 
Rank 



36 
88 
28 



Magazines 



Supplements 



Network Radio 



Network Tv % to Air Media 



*>3 



9 . 

66 
93 

15 

63 
75 
86 

32 
81 

83 

1 1 

80 



1948 

s 236 
1,935 
73 
3,730 
810 
131 
533 
1.017 
2.150 
526 
193 

1 ,307 
360 



6 19 
1 .200 

217 
2,181 
53 

168 
1,103 
1.139 

106 
1,6 13 
1,179 

355 
1,580 

4 10 
297 

5 17 
793 

1,233 
243 
432 



79 
31 



613 
74 
714 
9 1 I. 
373 

1.730 
323 
114 
250 
224 
3S5 

1,478 
111 
123 



1954 

1 ,037 
1,958 
1,154 
3,283 
1,332 
1,307 
792 
1,762 
2,026 
127 
842 



1,073 
850 
39 
1,470 
1,716 
698 
1,037 
431 
5 

1,509 
1,4*3 

210 
1,107 
2,039 

731 
2,225 

719 

761 
8 

1,1821 
2.047 
1.092 
633 
59 
911 
8 1 
996 
1,683 
326 
1.750 
379 
870 
71 
91 
32 
1,780 
736 
170 



1948 

1 16 

133 
HI 



111 

260 
60 
1 

265 
6 I 



176 
133 



263 
60 
3 17 



69 
10O 



63 
108 
25 



1954 
i 1 ,21 9 



1948 



60 
34 



268 
162 



62 



882 



730 
361 



17 

393 
202 



4 

230 

46 
633 

18 
302 

123 
710 
1,117 



23 



83 
131 



579 
1 12 



1954 

S 220 
111 
132 



588 



760 



1,031 



1 ,052 



957 
871 
1,534 
129 



813 
286 



1.9 12 



662 



72ft 
36 



1,411 
163 



841 

2,803 



18 
146 



32 
l.O 13 
7(<9 



266 

1,717 
1,723 
964 



536 
3 16 



15 



490 
820 
151 



523 
29 
1,238 



363 



674 
326 
1,223 



1.208 
1.693 



1954 

S I.ol"> 
1,478 
2,100 



1948 



1954 



1,870 
1,42 1 
2, 1 3 1 
1 ,320 

991 
2,551 

994 
2,136 
1,828 
1,168 
2,843 
1,405 

127 
1,742 



612 
1,779 
1,209 

7 17 
1,778 

561 

457 
1 722 



1,713 
1,10 1 

9()8 
1,028 



1 ,256 
1,303 
831 
2 

710 
1,012 



1,701 
261 
817 
625 
671 
1.869 
1.250 
27 



35.2 

26.9 13.6 

81.8 6 1.7 

58.6 

•10.0 19.8 

69.0 

12.8 

32.9 

59.0 85.8 
69.2 

lOO 100 

...... 62.9 

10.2 

98.6 

61.8 18.8 

13.8 

(.2.1 

10.1 61.8 
88.3 81.3 
90.1 99.1 

27.9 I 1.4 
28.6 

88.8 90.6 

14.3 36.0 

18.3 

69.6 

70.4 

66.3 

78.0 72.2 
50.8 

73.1 53.4 
6 1.8 

10O 63.7 

3.0 l.l 

95.8 

50.3 

17.7 

62.1 83.9 

13.1 

75.5 

92.4 48.2 
39.4 96.3 

93.1 

67.7 

1 .3 

62.1 
87.3 



88.3 
82.3 



tidli Home Appliances! National BIsiuIt billings Include Hills Bros.: American 
lngs Include Xash-Kelvinotor and Iludson but 19 IS ranking is that of Nash- 
tilone; Kaiser blllinEs include Willys-Overland, Olin Mathleson Chemical billings 
» Industries. Mathleson Alkali Works and B. U Squibb. 




got started, ami last year, sponsor has 
done an extenshe analysis of Publish- 
ers Information Bureau records (see 
chart above). 

1MB figures cover what it terms "na- 
tional" media — magazines, newspaper 
supplements, network radio and net- 
work radio and network television. 
Not included are newspapers and spot 
radio or television, which are of course 
also national media when used full- 
scale by a major advertiser. 

While detailed dollar ad expendi- 
( Please turn to page 95) 
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Sonn: of spot radio loaders 



American Home lfro.1,. 

Hatiantine 

Borden 

B C Remedy 

Brown cs" Williamson. 

Carter 

Chrysler 

Colgate 

Curtis Publishing 
Esso 

Ford-Linroln-Mcrcury 
General Foods 
General Mills 



General Motors 

Gro>e Laboratories 

I.oer Brothers 

M auischcwilz Wine 

Metropolitan I.ifc Ins. 

National Biscuit 

Nestle 

ft, J. Reynolds 
Shell Oil 

Sinclair 

Standard Uranus 
Vlldroot 



SOURCE: Names for the list of 25 spot 
radio accounts above were gathered from 
leading station representative*. The list is 
not complete and is in alphabetical order 
only, not order of expenditure. No sci- 
entific han* now exists for ranking leading 
spot radio advertisers. See story on this 
problem this issue, page 42. 



These are Top 25 spot tv clients 



8. 

<!. 

n. 

12. 



Wil. 



V & G 
Hrown cv 
llmnson 
StcrlittS Drup 
Standard Brands 
Block Drug 
C.lgate- 
Kntiicr Prouio- 
t ions 

darter Products 
General Foods 
National Biscuit 
If I - a 

Miles I.abs. 



13. 
I 1. 

15. 



18. 
1 9. 
20. 



23. 
21. 



Cimation 
Gro> e 
\nabist 

VlcW Chemical 
K. J. Reynolds 
( bcscbroiich 
lord Motor 
I*. Lorillard 
General Mills 
Peter Paul 
Kellopi; 
Toni 

General Motors 



SOIRCE: \. C. Rorabangh Report on 
Spot T\ Ad\ertisiiifi, first quarter 1955. 
This ranking is in lernis of the number of 
stations i^cd. RoiabaugrTs figures include 
almost every major tv nutlet in I .S. Rank- 
ins: here is best available though it may 
not in all cases reflect exact order of ex- 
penditure. 




Part 



two of 



four 



parts 





$713,741 





$86,056 



$288,258 




On. these pages sponsor presents the 
second in a major series on the world's 
largest advertiser and number one air 
media client. SPONSOR had long sought 
the opportunity to analyze Procter & 
Gamble's radio-tv approach and was 
able 10 prepare the present series with 
the aid of interviews with company 
executives, key people in P&G agen- 
cies and other veteran observers of 
the broadcast scene. Tliis is the first 
comprehensive treatment to appear in 
print of the current air media tliinking 
of a company which is frequently 
talked about in advertising circles but 
which is rarely quoted on its oicn 
philosophy. 

by Herman Land 

J^adison Avenue folklore has it 
that the Procter & Gamble media man 
is weaned on the multiplication table. 
Mis solid food intake is said to begin 
wilh a delicate balance of square and 
cube roots. Later he learns to season 
with hot rating* and enhance flavor 
with low-caloried cost-ner-1 .000 dress- 
ings. Finally, he is taught how to cut 
through to the meaty mathematic cen- 
ter with the versatile instrument that 
is lo be his forever more — his trusty 
slide rule. 

This and similar tales are told with 
a mixture of irritation and admiration. 
Irritation from some of the sellers of 
time because, as one station represen- 
tative puts it: "They reduce buying to 
a rating and eost-per-1.000 'floor.' 
They buy b) formula, and that reduces 
celling to a bargain-basement level." 



Admiration because, as another rep 
has it: "Sure they stick to mathematics, 
but who am I to argue with success, 
God bless their little hearts.'' 

I'&G enjoys many such heartfelt 
wishes. It is tv's largest spot adver- 
tiser, a fact often overlooked in the 
trade press attention to its extensive 
network operations. In a budget of 
approximately $71,000,000, it is allo- 
cating about $11,000,000 to spot tv, 
or 15.5T. by m'ONSOr's estimate. In 
spot radio P&G spends $1,750,000, but 
there are signs a substantial increase 
may be coming in the near future. 

While sponsor Mas unable to find 
any P&G media man cutting his veal 
with a slide rule during the delicious 
— and reasonable! — 45c lunch enjoyed 
in the pleasant P&G dining room at 
Cincinnati's Gwynne Building, it found 
a strong conviction among P&G execu- 
tives that the mathematical approach 
Mas not only sound, but actually un- 
avoidable in its type of operation. 

Hom' P&G uses the mathematical ap- 
proach in bnjing spot television and 
radio will be dealt with in this article, 
the second in sponsor's series on the 
company's air operations. 

Part one (16 May 1955) reviewed 
the business and media factors behind 
P&G's dramatic surge into nighttime 
television this season. Part three next 
issue will explore company attitudes 
on the values of daytime television and 
radio programing; important decisions 
in the daytime area are expected hour- 
lv. An additional article will folloM' 



THESIS A K IS ESTIMATED SPOT TV BUDGETS OF 26 V&.G B' t> 
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covering P&G's relations with its seven 
agencies and its own internal advertis- 
ing structure, including the operations 
of P&G Productions, hie. 

To obtain material for the series, 
SPONSOR interviewed Procter & Gam- 
ble executives in Cincinnati and talked 
with the company's agencies, former 
company employees and competitors, 
broadcasters, station representatives. 

There are some subjects on which 
nobody will talk for the record. Out- 
side of P&G itself, whose executives 
consented to quotation, anonymity was 
universally insisted on, even when the 
source had nothing but the kindest 
words for the industry's biggest ac- 
count. 

Logic of the slide rule: Said one 
broadcaster: "Everytime I'd go in 
there, they'd wave that slipstick at me. 
Finally, I learned to use the things 
myself. Now I can go in and wave a 
slipstick back at them." He took a 
slide rule out of his desk drawer and 
illustrated with a smile of triumph. 

Sellers of time may complain that 
the ratings and cost-per- 1,000 approach 
leaves no opportunity to sell "the other 
factors," such as station loyalty, the 
plusses of personalities, local-appeal 
shows, and so forth. But these com- 
plaints leave P&G unmoved. The com- 
pany appears willing to accept the 
slide-rule characterization as accurate. 

Said Director of Media Paul Huth 
to SPONSOR: "High ratings are impor- 
tant as a reflection of the market situ- 
ation. Ours are mass products and we 



therefore seek maximum circulation 
for commercial messages. Basically, 
we have no real connection with the 
show when we purchase spot. We are 
buying audience only. For this reason 
the slide-rule approach is inevitable." 

Does this mean that rating goals are 
coldly calculated in advance, or that 
the company adheres to a rigid cost- 
per-1.000 minimum? This is a fre- 
quently encountered view. 

But at P&G itself, sponsor was told 
repeatedly that the company "follows 
no fixed formulas." 

And the five New York P&G agen- 
cies contacted unanimously reject the 
assertion that they buy according to a 
finely-etched client blueprint. 

"This is a sore point with me," one 
P&G buyer told SPONSOR, typically: 
"We are not 'numbers buyers,' as some 
claim. There is no rating or cost-per- 
1,000 floor which I must use in pur- 
chasing for Procter & Gamble, and I 
don't use any. Naturally, I try to buy 
as efficiently as possible. It wouldn't 
make much sense for me to submit an 
availability at an unusually high cost- 
per-1,000 would it?" 

A P&G buyer had this explanation 
to offer: "People may be confusing 
buying strategy with company policy. 
Of course it is good buying strategy 
to ask for a high rating or a low cost- 
per-1,000 in order to get the best avail- 
abilities. But it is just strategy. There 
is no 'floor'." 

A number of buyers pointed to the 
purchases made in markets where no 
ratings are available as evidence of 



their unanimous claim that the same 
factors of common sense and good 
judgment must enter into time buying 
for P&G as for any other brand. 

"It all depends on the individual cir- 
cumstances," said a long-experienced 
P&G timebuyer. "I buy the best that is 
available at the time. Sometimes very 
high ratings can be had, at other times 
they are just not around." 

At times, agency spokesmen report, 
the lower-rated station will actually be 
bought, because the adjacencies on the 
higher-rated station may be deemed 
inappropriate. A sporting event, for 
example, may have a sensationally high 
rating, but may be considered out-of- 
bounds for an Ivory Flakes or Dreft. 

The adjacency factor appears to be 
an important consideration among the 
P&G agencies, as well as the nature 
of the brand; that is whether it appeals 
to housewives primarily or to a broad- 
er audience. 

Although agency spokesmen insist 
that each shop follows its own genius, 
all echo the same P&G spot aims: 

1. Extension or reach a mass prod- 
uct demands that you hit the largest 
possible audience; 

2. Frequency — repetition of ad im- 
pression is vital; 

3. Efficiency — the per-impression 
cost must not be too high. 

P&G agencies know from experience 
that the account does not readily go 
for a spot tv cost-per-1,000 far above 
$2.00. It is oidy to be expected that 
this will be reflected in their buying. 
(Please turn to page 82) 



fEAR. TOTAL: OVER $10,300,000 (Estimates were purchased from "Rorabaugk Report on Spot tv Advertising") 
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IV hat happens when to hits a mark 

Ku> inti of I \ -sold hrauris shoots up 33 % in 3 Vis months. jVBC TV study shows 



II li.it happens, evaclh. when tele- 
\ l— i i » ii lmic> into a hitherlo-non-t\ com- 
nui nl\ for the fust time'.'' 

\\ hat are the hefore-and-after ef- 
fect- iif lele\i-ion on brand purchasing 
i f t\->old products- in a new t\ home? 

])<> the efle< t< of tv on a new tv 
I nine continue':' Or. doe.- tv make an 
initial wallop that gradual!) wear* oil 
a- time passes? 

1 \ -minded achertisers and agency 
<\e<iiti\es ha\e often posed questions 
-uch a.- these. I p to now. the answers 
ha\e heen laigeK in the er\stahhall 
. la-. 

Hul now that situation has changed. 

In the \R( l\ charts on the page 
at right admen will find the highlights 
of a new >el of answers to these and 
-imilar t\ -created puzzlers. Here are 
Miiiie of the facts uncovered : 
• \flcr getting l\. new set owners 
i n< rea-e their tola! exposure to adver- 
't-ing media hv 11 r '< (more than an 
hour and a quarter per dav). Hut Iv 
lift- tin- lion s share of media atten- 



tion: two out of three media minutes 
are spent with tv more time with tv 
than with all other media combined. 

• Tv socks across the advertiser's slo- 
gan or copy point. After tv, for in- 
stance. In-taut Maxwell House's slo- 
gan identification increased 150 r f. 
Camas- slogan identification hopped 
upward 5l f ' t in tv homes. The aver- 
age slogan identification jumped 5 1 r r . 
Trademarks leaped too; even the well- 
known Pontine Indian head jumped 
2.V '( in recognition. 

• Brand buying changes drastically 
as a result of tv's influence. The gain 
if usually at the expense of non-tv-sold 
< ompetitors. Among those people who 
have become tv set owners, Pet Milk 
uained 51 '"< more buyers. Carnation 
iost \V{. Uah-0 lost 12 r ; and Ajax 
uained 47' J . The products gaining: 
were on tv; the losers weren't. And. 
the more the\ advertised on tv, the 
more increases in sales advertisers got. 

• Tv works fast, but it also continues 
to work. Owners who have had their 



tv sets longest (averaging a \ear or 
more, but going up to five \ears) 
showed the highest buying levels for 
t\ brands, the highest awareness of 
brands using tv. and the highest opin- 
ion of tv-sold products. 

This data conies from a new \RC 
T\ study entitled "Strangers Into Cus- 
tomers." which took two years and 
?250.000 to complete. As its market 
guinea pig. \RC TV selected Fort 
Wa\ ne. hid. a medium-sized (140.- 
000 people) area which didn't have any 
tv service, other than fringe reception, 
until late in the fall of 1953. 

I lie before-and-after field work, 
which consisted of extensive depth in- 
terviews in a big (one out of every 
six- homes) probability sample, was 
handled by W. R. Simmons & Associ- 
ates. The entire project was under the 
supervision of NBC s Director of Re- 
search and Planning, Hugh M. Beviile. 
Jr.. and Research Manager Tom Coffin. 

During the past week, a beehhe of 
(Please turn to page 93) 
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Impact of tv on brand 
purchasing, consumer 
media habits, local 
retailers is shown 
vividly in these five 
charts. Study was 
made by NBC TV in 
Fort Wayne, Ind., 
before and after 
advent of local tv 



1. 



Tv accounts for seven of 10 

ad impressions new owners absorb 

Per cent of new tv owners who 
recall advertising In each medium 

Before tv After tv 

TELEVISION 9%» 85% 

NEWSPAPERS 25% 14% 

RADIO 41% 9% 

MAGAZINES 14% 9% 

BILLBOARDS 6% 4% 

ALL OTHERS 6% 3% 



101% 124% 

•From "guest viewing." Outskirts of Fort Wayne 
received tv signal from nearby areas prior to 
start of Iho Fort Wayne tv station. 



Figures add to more than 100% because 
of multiple responses. Aeeording to 
NBC TV, the "after tv" eolumn points 
up three important developments eon- 
eerning new tv set owners: (1) tv 
makes people more eonseious of ad- 
vertising — about a quarter more (124 
vs. 101%; (2) tv seores seven out of 10 
ad impressions people absorb daily; (3) 
tv beeomes a greater advertising souree 
than newspapers, magazines and radio 
eonibined were before the family ac- 
quired its tv set (85 vs. 80%). 



2. 

Tv does 'best job of moving goods,' 
Ft. Wayne food & drug dealers say 

How retailers rank media effectiveness 
(7o naming each medium in first place) 

% Dealers 

TELEVISION 47% 

NEWSPAPERS 17% 

RADIO 7% 

MAGAZINES 5% 

Figures add to less than 100% beeause 
some retailers had no elear-eut opinion. 
However, food and drug retailers are 
among tv's biggest enthusiasts; half of 
the Fort Wayne merchants surveyed 
owned sets before television came to 
town. Four dealers in every 10 stoeked 
new brands as a result of tv advertis- 
ing. Dealer fondness for tv helps ex- 
plain constant pressure on many adver- 
tisers to use television. Checkup was 
made about six months after start of 
Fort Wayne tv in fall of 1953. 



3. 



Brand reputation is enhanced 
by television prior to a purchase 

"Which brand Is better?" 
(Average for nine "paired" brands) 

Before tv After tv 

TV-SOLD BRANDS ..35% 45% 

BRANDS NOT ON TV 34% 25% 

Preference scale is tipped by tv in favor 
of tv-sold brands — a major step prior 
to aetual purchase, according to NBC 
TV. Paired-ofT brands included Crisco 
and Spry, Lilt and Toni, Colgate and 
Pcpsodent, Pet and Carnation. Aver- 
age tv brand started out practically on 
a par with its non-tv competition; but 
after tv, set buyer* gave it almost a two- 
to-one preference average. Pet started 
19% behind, emerged 71% ahead of 
Carnation for a high seore among 
paired-off products in survey. 



Two out of ihree media minule* 
are s.pent wilh l\ in a new tv home 

Media minutes per person 

Before tv After tv** 

TELEVISION 12* 173 

RADIO 122 52 

NEWSPAPERS 39 32 

MAGAZINES 17 10 



190 i 



2<iT 



ilr 



Tv's effeet on the amount of time peo- 
ple in new homes spend with advertis- 
ing media is sharp. New set buyers 
spend more time with all media, but 
almost as much with television as they 
used to devote to all other major media 
put together. Effeet is lasting, too; sim- 
ilar study in Davenport at a time when 
city had tv serviee for nearly five years 
showed similar pattern, although radio 
minutes per day had increased notice- 
ably. Pattern of time new set owners 
in Fort Wayne spend with tv shows 
3.3-to-l ratio between tv and radio, 
higher than national Nielsen average for 
April 1954 of about 2.5-to-l. 

•From "guest vitwing." Outskirts of Fori Wayne 
rpceived tv signal from nearby areas prior to 
start of the Fort Wayne tv station. 

••ApproTimatcly six months from air date (Nov. 
1953) of tv station. 



5. 



Tv pay-off for advertisers is in 
stepped-iip purchasing of iv brands 

"What brands did you buy?" 
(Average of tv-sold brands) 

Set buyers Unexposed 

BEFORE TV 18.0% 16.1% 

AFTER TV 24.0% 17.8% 

The average tv-sold brand (Seotties, Es- 
tate Ranges, Pride, Beautiflor, Arm- 
strong, Cheer, ete.) registered a 33% 
pureha^e increase among new set buy- 
ers in Fort Wayne in just three and 
one-half months. The same brands reg- 
istered only a minor change (up about 
12%) in the "unexposed group" where 
the job of selling was done by non-tv 
media. Buying of Seotties, for instanee, 
doubled in three months to lead field. 





ViIiihi.iI problem : Reps n>c Vi .C and other estimate- of lotal >]>ol radio dollar volume 
in pitches to lop management lint lack full breakdown of competitive activity by spot 
leader-. Here, SK A President Adam ^ <>iui<z charts spot radio growth for \ ick admen. 
L to r. : >ti plii n Macheiiiski, sales mgr., Adam Voting; On in Chrhty, media dir., Morse 
International ; \dartt Young; Frank Davit's, ad mgr., Ykk: Kirhy Peake, \ ick president 



l^iral problem: I iiuehi) \ci - ti>iiall> fate major headache when seeking data on what *pot 
ionip< lition doe- locally. ISclnw, WOK, \. V. sale- cxeciiiive Hill McCormick act- a- 
"uioniior -mire" for Geyer huyer ('and Sleeper with aid of pocket-sized portable. \ i — i t 
»a- timed l i (oiocide with actual airing of -pot aniiouiicemenls by ri\:il of agency's client 





With latest ofUi 



M he Spot Radio Register, first ma- 
jor attempt in several years to index 
all national spot radio spending, 
ground to a halt earlier this month. 

Reason : Register was to have been 
based on information gathered by sur- 
\e)ing regularly a cross-section list of 
some 600-700 radio stations. But less 
than 30' c of the outlets indicated to 
spot data gatherers Jim Boerst and .V 
C. "Duke" Rorabaugh that they would 
cooperate. 

Commented Richard C. Grahl, chief 
timebujcr of William Ksty and a vet- 
eran spot radio adman: 

"Radio stations ate spending too 
much time competing with each other, 
and not enough thinking of ways 
to help sell their medium and their 
market. For ever) national brand us- 
ing spot radio in a market today, I'M 
Let that at least three more could — and 
should — be using spot radio if they 
had the whole picture of spot radio 
i'ctivtty before them." 

Added Grahl: "A major problem in 
spot radio is to make top management 
among advertisers aware of spot ra- 
dio. Station management refusal to 
cooperate in an industry project of 
data gathering isn't helping things at 
all." 

Other timebuyers and industry exec- 
utives groaned audibly as word of the 
failure of the Boerst-Rorabaugh Spot 
Radio Register got around. 

"Here we go again- -back on the 
merry chase of calling reps and sta- 
tions to ferret out what the competi- 
tion is doing," said Ethel Weeder, 
Biow-Bei rn-Toigo tiniebuy er. 

'"On other air media, you can an- 
swer the question 'Who's Inning it 
this month?' within an hour,'' said 
Grey Agency Timebtijer Joan Rutman. 
"But on spot ratlio, voti ve got to fly 
blind." 

"Spot radio's biggest need is still 
telling thi' man who uses it what the 
other gin is doing." said Adam Young, 
Jr.. president of the Station Represen- 
tatives \ssoeiatioli. 

SPONSOR 



list list its customers 

jrt clients stalled, admen renew pleas for full data 



But the comments all boil down to 
one thing: 

Who buys what in the $133,000,000 
national spot radio field- -particularly 
the leading advertisers — is as much a 
mystery as ever. 

The problem is not a new one. 

"Spot radio is still a tipster's para- 
dise. But the fact that spot radio in- 
formation has to be tracked down 
cloak-and-dagger fashion doesn't stop 
people from trying.'' stated a sponsor 
article (see bibliography at end of 
story ) in January. "Spot radio is poor- 
ly and deceptively named, hard to buy, 
unglamorous, underproinoted — and un- 
reported." stated an editorial in the 1 
November, 1954 issue. In an earlier 



leport, "5 big needs in spot radio." 
SPONSOR stated "Everybody wants spot 
dollar figures but few cooperate in re- 
vealing the data." 

It has, in fact, been a subject in and 
out of sponsor's pages since an at- 
tempt by Duke Korabaugh to gather 
data by surveying reps was reported 
in a st or) in the summer of 1951. The 
fact that the problem is dragging on 
does not mean, many executives feel 
today, that there is any less need for a 
sen ice that reports on spot radio ex- 
penditures of leading clients. 

"We've put the idea of a report 
based on station-gathered data on the 
shelf indefinitely." Jim Boerst told 
SPONSOR. Boerst. however, h contin- 



uing his monthly Spot Radio Report 
which is based on data contributed by 
some 50 agencies, but which lacks data 
on the giant spot advertisers like Proc- 
ter & Gamble, Lever Brothers, Colgate, 
and the cigarette firms. 

Added Duke Korabaugh: 

"I'll never understand the thinking 
of some station managers. Obviously, 
there's a need for a regular spot radio 
reporting sen ice. Obviously, it will 
enable reps and station* to sharpen 
their sales approaches. But many ra- 
dio stations still feel that a list of their 
advertisers is an invitation to other 
stations to steal the business." 

Is the door completely closed on a 
{Please turn to page 90) 



CHANGING PICTURE OF SPOT ACTIVITY DEPICTS NEED FOR FULL REPORTS 



Few media €an claim such a bustle of client ac- 
tivity as national spot radio. Case examples be* 
low, .selected by Jim Boerst from his monthly 
"Spot Radio Report," show that a typical list of 

SPONSOR, PRODUCT, AGENCY 

ATLANTIC REFINING 

Gasoline 
N. W. Ayer 



major spot radio advertisers will reflect addi- 
tions, subtractions and changes in schedules in 
a few months time. Report covering full spot 
radio picture at the moment is not in sight. 

CHANGE? 



and Switched empha- 
140 sis to sports, add- 
ed 350% more 
Stations 



SPRING '54 



Used five 5-min. 
programs wkly on 
49 stations 



SPRING '55 



5-min. shows 
sportscasts on 
stations 



CANADA DRY 

Beverages 
$, M< Mathes 



Used five 5-min* 
programs wkly on 
12 stations 



Average of 10 
daytime anncts 
wklyi 22 stations. 



Switched to 
anncts, added 
100% more sta- 
tions 



CONTINENTAL BAKING 

Wonder Bread 
Ted Bates 



Used three to 10 
daytime anncts 
wkly on 111 sta- 
tions 



Similar activity 
on 56 stations 



Cut back by 50% 
on station list' 



METROPOLITAN LIFE 

IrtsuPance 

Youjig & Rnbicam 



Used 5-15 miir. 
newscasts on 33 
stations 



Similar activity 
on 35 stations 



Little change, 
slight increase in 
station list 



KROGER CO. 

Groceries 
Ralph H. Jones 



Used average of 
20 daytime anncts 
wkly on 122 sta- 
tions 



Similar activity 
on 141 stations 



Holding satura- 
tion formula, but 
adding steadily to 
srtation list 




1 




PANORAMIC VIEW DURING SECOND TELEVISION PIONEER DINNER AT NARTB CONVENTION SHOWS MOST OF 400 GUESTS ATTENDtl 



flie miracle of television" 



George \ brains, v.u. o£ Itloek Drug, gives rare penetrating analysis 
of Block's first five vears in tv at Television Pioneer Dinner 



The Second Television Pioneer Dinner, given by SPONSOR to 
honor television's pie- freeze pioneer?, was an opening social event of 
the NARTB Convention in Washington. D. C, last week. Guests in- 
cluded the Chairman of ihe FCC. the FCC Commissioners, Senators, 
Re pre-eiilalivcs. government officials, and over dOO broadcasters, repre- 
sentatives, tv film official-, and advertising executives. Gnest of honor 
was James C. llagerly. Presidential press secretary, who received an 
award for helping lo bring die Bresidenlial press conference to the 
public \ in television and radio. The maMer of ceremonies was Robert 
I). Sue/.ey of WHS ('-TV, New Orleans. Plan* for the dinner were 
coord ii la ted bv noted industry veteran Col. Edward L. Kirby. 

Key speaker was George J. Abrams, advertising vice president of 
the Mock Drug Co., and himself a pioneer television sponsor who lias 
ime-|ed $20 millions in the Iv medium in five years. Abrams spoke 
on lb.- -abjeci "Pioneering a New Interest in the Public Interest," and 
speech was widely acclaimed a 1 - a pcnelraling analysis of tele- 
vision ^ power and potential bv member* of the audience. 

s['<»\s ( )|< prc^eiils in ilii-e page-, excel pi* from Abrams* stimulating 
In - . The*e dociimeiil |o|e\ i- ion's impact as experienced by Block 
n < the initial sponsorship of Danger on eight CBS TV stations 
I prc*onl \brams* anaKsis of how to deal with the prob- 
I' i I Hiding people's motivations. 



ost of you here tonight have 
viewed radio and television as a mo- 
di inn to be purchased by other*: as a 
medium transmitting messages across 
miles of space; a? a medium competing 
with other media for attention, inter- 
est, and dollars. 

But the adman's view is a far differ- 
ent view and one that should make you 
pioneers of radio and television mighty 
proud. 

And 1 hope you won't mind if the 
view through my eyes is concentrated 
primarih on tv. for that's where we've 
been doing our pioneering these past 
five Y ears. 

Since 1950 tlie scoreboard shows 
we've poured more than 20 million 
dollars into tv, with 1955 the biggest 
\e;ir of all. And yet, at the same time, 
we've also rediscovered radio- -going 
back this Year into network and spot 
radio on a much heav ier scale than in 
recent Years. 

But television has been the exciting 
revelation as I imagine any new dis- 
covery is to the uninitiated. Well, let 
me tell v ou win — and let nic use this 



SPONSOR 




R PRE-FREEZE STATIONS. KEY ADDRESS, BY GEORGE ABRAMS, APPEARS BELOW. COPIES OF SPEECH ARE AVAILABLE ON REQUEST 



nostalgic review to do another thing — 
to show you an area where pioneering 
work still remains to he done on the 
largest possible scale. 

Our tv opening night was September 
19. 1950. Our first television show, a 
program called Danger was making 
its bow. 

And along with the new show, a new 
announcer — a young siuv named Dick 
Stark who'd done a lot of radio, but 
only a little of television, and who had 
a theory which later proved so right — 
that tv needed actors who could an- 
nounce or announcers who were actors. 

So there it was . . . we'd taken the 
plunge and now we belonged to that 
select society known as network spon- 
sors. And our network, then, was eight 
stations — though it didn't stay that 
way for long. And that young an- 
nouncer, he did some growing, too — 
from $125 a week to a yearly income 
m six figures, with sponsors clamoring 
for his services and asking him to set 
the price. 

And our first rating ... a 38 Niel- 
sen . . . we'll never forget it, because 
we never exceeded it. I mention it 
now only to show the hunger folks had 
in those days for new programs — and 
Disneyland, This Is Your Life, and 
Medic prove that a new program idea 
is just as attractive today as it was 
five years ago. 

What did this first experience in 
television prove? 

Well, for us it was a revelation in 
advertising. 

We had been heavy users of maga- 
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zines, newspapers and Sunday supple- 
ments. We had put good nione; into 
radio, too — sponsoring Burns & Allen, 
Quick As A Flash, and even Alexan- 
der's Mediation Board. In 1949 our 
spot radio expenditures alone exceeded 
the million-dollar mark. 

But we had never used this fresh, 
new medium of television and the 



things that happened to us and to our 
products as a result of tv make an 
interesting report. 

In the first place, our whole concep- 
tion of advertising copy changed. Our 
print and radio copy had followed a 
usual pattern of being commercial in 
content — stiff, stilted, persuasive, but 
(Speech continues next page) 
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MAN GIBBONS, Ketehum. Mat I rod tr 

(,r«;e, /'iff*. 
KIM l.l.\N\, ;il T 
RKI1YRD CRA1I1 , II illiam Ksty 
1HKB GRl HI It. luhraitl Kletter 
I'M I. C Gl'MBINNlR, Ihumtnnner 
s\ML'H. II W I N . Henlon c- Howies 
C.R Ml \M II U. Compton 
RAYMOND linn, Benton ir Bowles 
VNN |VNOVV[(/. Oei/j-y. Ben\on ^ Mather 
RAYMOND F JON IS, 1 >>/< 
MAR I IN KANE, Oei/iv, /(ci/icm j- Mather 
I M Wl'FI k V I /, Doeskin 
11FNRY J. kAI'FM YN, f/r«r>' y. Kaufman 

I II YI)I)1.1S MI. FY, McCann l-.ricksou 
I'llll.l II' klNNFY. Kenyon & Eckhardt 
PI I l-'R G. I.FVA I lll.s, V&li 

ROBI RT 1 II U N, Bryan Houston 
M \KY FOlBlR, Bn-acher, H heeler & 
Sia(l, v; 

i am i s i.rcF., ;u r 

ROD M \( DON'.M 1), Gi/i/rf, /!a.irom- 
Bontigh, S.I-, 

II IONI AN J. Mf DFRMO I 1, V. II Ayer 
NORM Y.N I- MeEY'OY, Cowan j- Denver 
lOHN I'. MARSlf.ll, Kudner 

U'll 1,1AM 1. M Y IT HEWS, Fi-K 
WARD ). MAURI R, II ildroot, Buf. 
C. I . MIDGI.1V, |R., Ted Hates 
U'll I.I.Y.M MURI'ilV, Benton & Bowles 
I.INNI A M l SON, Kudner 
YRllll'R I'YRDOI.I. foo(c, Cone & 
lidding 



GRACF. PORTF.RF1 El. D, Henlon & Bowles 
ROGER PRYOR, foote, Cone & Beldmg 
DAVE RAD1KF, I'arher Adv. 
FRANK J. RFF.D, SSCB 

11F1.FN ROl'N SAY 1 1 I F, T//<- Irfr. Co«»ri/. 

M ash.. D. C. 
YU AN SACKS. JiVT 
11 1 NORi: SCANFON, BBDO 
GER I Rl' DI SCANFON, /i/i/;0 
REGGIE sCHUHiEI,, Reggie Schuebtl, Inc. 
DON SFVFRN, Hiow Henn-Toigo 
I A( K SIYFRSON, Mathieson, Milw. 
knrFI B. SH YFFFR, Krwin, \\ asey 
JAYNF. SHANNON. ;it'T 
FRANK SUA l-.RN Ml., IIHDO 
PENEI.OI'E SIMMONS, Foote, Cone C- 

Belding 

EDGAR P. SM-M.1., Ted Bates 
YNN SMITH, The Ralph 11. Jones Co., 
Cm. 

BILL SMITH, I.ennen & Xewell 
NANCY SMITH, JIVT 
HENRY L. SPARKS, Y&H 
SIEVE SIRFN, SSCB 
ETHEL WIFDER, Biow lleirn-Toigo 
HELEN YYILBI.'R, Grey 
CHARLES M. WTLDS, ,V. It . Ayer 
EDWIN A. WTLHELM, Maxon 
Al'BREY WILLIAMS, BrtnckerhojJ i- 

IVilliams, A'. O. 
ANNE \\ RIGHT, JIVT 
ISABEL 71F.GI.ER, BtowBeiinToigo 
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uili.il Im ill ii. lilies i inut»l<<l l>\ sponsor C.inniiUtoil clii(kii|i as ol 23 M.n All firms New York unless othituise indicalrd. 
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I lot JMTMliml. 

\\ c >oon leiiin«*(l tluil television was 
a (lifTcrcnt kind of medium. And our 
copy rc< ofinizcd tliat we were sending 
mc»a<:<'> into a living room: liiessagcs 
\\hi< li < oiild ( arr\ a new sense of 
warm tit and rapport to the viewer on 
the other side of the eathode tube. 

It wa> this undei standing uhi< h led 
to the de\ elopinent of what we called 
the "intimate" cotninereial not just 
a "i nil" tvpc of conuneK ial lmt one 
in whii li our ainiouneer had the liberh 
of ad-libbing, of phrasing the message 
in a personal \\a\. -a that Ik 1 uas <lis- 
< u--iiifi on i produi t and its benefit on 



an over-the-fenee basis with the t\ 
\ iew er. 

The eoininereials made the announe- 
er — ami they made the product. Where 
[neYious advertising had made cus- 
tomers quietly, this new medium pro- 
duced customers who were quick to 
express the fad that the announcer s 
belieY ability had made them change 
their brand of toothpaste. 

So impressionable was this tv adver- 
tising that when we used a comparison 
commercial showing the difference in 
ounces for the same price among com- 
petitive brands, we found consumers 
able to quote us to the fraction that 



"Annn-i-dent offered 4% ounces for 
69c: other brands onlv 3V4 ounces for 
the same price. ' 

Need 1 say that Anun-i-dent sales 
spiraledV After that first Year on tele- 
vision, Annn-i-dent bad risen to sec- 
ond place in sales among more than 
a hundred brands of dentifrices, some 
established names common to ev en one 
in this room. 

And, needless to say. wherever we 
could and however we could, we added 
station-- to our Danger lineup. 1 say 
"however we could," because in those 
davs. it wa> ofen necessary to make 
under-the-counter and bebind-the-cash- 



Jam. s (',. Ihijirriv, Prt'sidciilial prr«s tcrrelary, is shown receiving 
aucirtl for In* uork in liriiiping I'rcsidculial |>icss conference* lo 
.nr. NiHKiik t oiifvpiinili nl 1 - al While Hoii»c aKo irccived eilalions 



for 1 1 1 < ir conliibution lo airing conferences. ( L to r.) Lewis 
Seollenherper. CI5S: James Hagerly: sponsor's Xorman Glenn, 
who made awards: Brvan Bash. ABC: Julian Goodman. NBC 




register deals with stations to clear the 
necessary time. 

But it was worth it. 

Each station was worth fighting for, 
and we often sent agency people thou- 
sands of miles just to persuade station 
managers to move out wrestling and 
move in Danger. I clearly remember 
one junket to Iowa where we finally 
persuaded the manager to take on our 
show. That year, time and talent in 
this market cost us $8,000. but sale» 
jumped $25,000 in that one city- 
making it a mighty good investment. 

Program costs in those days were 
interesting. My records document the 
fact that Danger cost us only $6,000 
a week — and that was with a guest star 
or two thrown in once or twice a 
month. Today this same show (with- 
out guest stars) has a $17,000 price 
tag — and half the rating. 

Producing the show gave us prob- 
lems we had never had before, either 
in radio or in print. There was the 
producer who went "psychological* 
and insisted on every* play having an 
unhappy ending. And another, who 
liked "off-beat"' stories to the point 
where our murders were being com- 
mitted by leprechauns. 

So, finally, one night I asked the 
agency to get us a new producer-direc- 
tor team, who could deliver mystery 
shows that icere mystery shows. The} 
introduced me to two young guys; one 
who had been a floor manager on a tv 
program: the other who had been a 
child actor on Broadway and had been 
pushing buttons in the control room 
long enough to be called an assistant 
director. 

I just asked them one question: 
"Can you give me a bread-and-butter 
murder mystery, where someone gets 
killed, the murder is solved, and we 
have a happy ending?" When they 
assured me they could, I hired them — 
a team called Charles Russell and 
Sidney Lumet. 

They've since become one of tele- 
vision's hot combinations and today 
direct a classic called. You Are There. 

But that's the way it was in those 
days. No one knew very much about 
producing and directing television 
shows, and a couple of young kids with 
courage stood as much chance of suc- 
ceeding as a Hollywood veteran com- 
ing East for a shot at this new medium. 

And we took a chance on actors, 
too. Youngsters like Maria Riva, Rod 
(Please turn to page 99) 



Convention uttructed biy turnout of admen who 
came to spot trends, renew station contacts 

The 33rd iXARTB Convention in Washington, D. C, last 
week attracted an unusually large number of advertising 
people (see partial list on page at left), liig turnout 
reflects spiralling air media billings over recent years 
and is measure of importance of air media in agency-advertiser 
deliberations. Proximity of Washington to \'ew York City 
was another factor in attracting admen. Among chief 
reasons admen cited for coming to Convention : keeping 
tabs on fast-changing situation particularly in television; 
renewing contact with broadcaster friends. 

QUOTES from adincn at Convention 

"I learn more from sitting around chatting with station 
managers in rep suites than I can from a week of out- 
of-town telephone calls. When you call a station man, 
you're usually discussing just one problem. When you 
renew old acquaintanceships at the ISARTB Convention, 
the conversation ranges informally over a wide variety of 
topics. I find the Conventions a wonderful way of catch- 
ing up with the trends in broadcasting, a place to have a 
meeting of minds." 

Frank Si! I'fritnil, BBDO 

* « * 

*'In addition to keeping my ear to the ground, meeting 
broadcasting officials and station people, I wanted to look 
at the latest color tv equipment from the advertising stand- 
point to see what kind of color commercials, films, pic, 
we may have to deal with in the near future. Evaluating 
color equipment at tv stations, knowing what's needed for 
telecasting color commercials will eventually he a factor 
in buying time." 

Joint Marsich. fttirftier 

* * a 

ii \ mostly go to Contentions just to get around among 
broadcasters rather than to see anything specific such as 
new equipment. However. I know that I will come hack 
with a lot of new information. I always do." 

Frank ConlH-r. Y&R 

* * * 

<4 Agency people should attend the 1NARTB Convention. It 
makes for good station relations; there's a big difference 
in dealing with station people when they're not just a voice 
at the other end of a phone call. And frankly it's an in- 
teresting change of pace for a few da\s." 

Ethel Wieder* Iiioic-B«»irn-Toif/o 

« # # 

44 I can read about the NARTB formal sessions but I think 
going to the Convention is a good idea for agency people. 
Why? Because it gives you a chance to discuss, face to 
face, your problems and the problems of broadcasters. It's 
a wonderful refresher for your business contacts." 

Etelett Wilbur. Grey 
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After Hi weeks of tv MM sales 



REACTION PROM THE CLIENT ( 19 May 1955 ) 



"I can say a*t t,his point that such a phenomenal and steady 
increase in which the longer the audience is exposed to tel- 
evision the more it buys proves that television and nothing 
else is responsible for the nearly 100$ increase in sales, 

"We knew something of this character would happen when we 
tried television but we did not anticipate such a big increase 
in a market where our oven-baked beans were a class preference 
item because of their high price and the fact that they were 
known only to the discriminating consumer despite an excellent 
job done by our broker « Otto Tj, Kuehn Co. 

"4 great deal of credit is due to the commerci a 1 s which the 
station created based on the material prepared for th^m by us 
and our agency, BBDO in Boston. We couldn't "have done a better 
job here in New England of building the atmosnhere which sbould 
surround our product. WBAY-TV did it with their replica, of our 
ovens for preparing the product. This helped tr dramatize the 
difference between ours and the* ordinary cooked-iri-the-can to- 
mato sauce bean. 

"Those who are not satisfied -wi th their results from television 
must look not only to the medium but to their method of using it 
and the commercials or copy platform they arc furnishing stations . 
After all you only have a short time in which e to sell on television* 

"Our test is p'anned to run only six months but we ore flow 
considering continuation of television. Or, diabolicn 1 ly , we 
may drop it and carefully check to se«* how long the demand- holds 
up. Then we'd perhaps go back in later." 

w\ (r. NORTHGRAVES , Adverti sing. Manager f 
Burn ham ft Morrill Co** Portland. Me. 

* '4* 
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Latest report in SPONSOR'S scries on ll\M tv test shows 
products making quick coniback after slowdown due to tax 
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Burnham & Morrill 


sales 1-15 May 


'54 


VS. 


'55 


Sales of two sizes of H&M beans and 
size of brown biead at the wholesale 
level lb> dozens of cans)t 


one 18 oz. 


27 oz. 


brown bread 

A. 


r A i 
'54 vs. '55 


, 

'54 vs. '55 


'54 vs. '55 


AREA A (50-mile radius of flreen Itay) 








7. Manitowoc, Wis. 


0 30 


15 


30 


0 


20 


2. Oshkosh, Wis. 


140 50 


45 


35 


0 


0 


3. Appleton, Wis. 


100 200 


135 


110 


0 


210 


4. Gillett, Wis. 


0 50 


0 


20 


0 


30 


5. Green Bay, Wis. 


120 450 


65 


400 


0 


140 


6. Menominee, Mich. 


0 50 


0 


0 


0 


0 


Totals A 


360 830 


260 


595 


0 


400 


AREA II (50-100 mile 


ratlins of Green Bau) 






7. Fond Du Lac, Wis. 


0 0 


0 


0 


0 


20 


8. Stevens Point, Wis. 


70 110 


35 


85 


0 


80 


9. Wausau, Wis. 


0 0 


0 


0 


20 


0 


70. Norway, Mich. 


70 0 


100 


0 


0 


0 


7 7. Sheboygan, Wis. 


0 60 


0 


25 


20 


20 


72. Wisconsin Rapids, Wis. 


30 20 


10 


10 


0 


6 


Totals B 


7 70 7 90 


745 


720 


40 


726 


Totals A & B 


530 7020 


405 


775 


40 


526 


TOTAL ALL PRODUCTS '54- 


—975 dozen cans | 


'55— 


2,26 7 dozen 


cans 




tTelevision campaign began 24 January, 1955 



j4fter 16 weeks of television, these 
were the facts in the Burnham & Mor- 
rill tv test: 

1. CURRENT SALES: In the first 
half of May sales leaped as expected. 
B&M sold 2,261 dozen cans of its test 
products at the wholesale level in the 
Green Bay, Wis., area. That's over 
twice as many cans as last year in the 
same weeks when only 975 dozen cans 
moved. (The percent gain for the pe- 
riod: 131 %.) 

Sales for the immediately preceding 
period (second half of April) had been 
only slightly above the previous year's. 
Reason: The Wisconsin 5% state tax 
on wholesale inventory caused whole- 
salers to cut back on ordering in order 
to lower their stocks. 

Greatest percentage gains continued 
to be made by B&M's brown bread. 
The canned bread product sold 526 
dozen cans the first half of May this 
year compared with 40 cans last year. 
That's a jump of over 1,200%. (For 
the full picture of B&M sales during 
the first half of May, see the chart at 
right which gives you a geographic 
breakdown on sales this year and last.) 

2. TOTAL SALES: After 16 weeks 
of television, total sales for the year to 
date show a gain of 84.1%. Sales in 
1955 through mid-May totaled 10,699 
dozen cans of the test products; last 
year only 5,810 dozen moved in the 
same period. The only change which 
has been introduced in the market is 
the six-weekly announcement cam- 
paign over WB AY-TV, Green Bay. 

3. CLIENT'S OPINION: Even their 
"down East" caution doesn't dampen 
enthusiastic reaction of Burnham & 
Morrill executives to tv results. The 
Portland, Me., company had never 
used television before and, as its ad- 
vertising manager states (at left), the 
sales increases are greater than were 
expected. Now the company is think- 
ing about wider use of television next 
year in a number of its markets. 

4. THE BROKER'S REACTION: 
Marvin Bower, advertising manager of 
B&M's broker in the territory, the 



Otto L. Kuehn Co. of Madison, told 
sfcknsor: 

"Tn going through this period's in- 
voices, we notice we are beginning to 
sell other items in the B&M line — items 
for which there was never any distri- 
bution before. 

"Example: One wholesaler this week 
bought 150 dozen 13-oj. tins of B&M 
beans. The important thing here is 
that this wholesaler never before 
bought either the 13-oz. size or the tin 
containers . . . hut had always con- 
centrated on the gla?s 18-oz. and 27- 
oz. jars. Other orders, though small, 
show that there is beginning to de- 
velop a trend towards B&M products 
as.a whole — products which were never 
distributed before in this area, but 
which had been mentioned in B&M 
free recipe books given away on a 



\VBAY-T\ program.'' 

The recipe booklet referred to has 
received little stress in the campaign 
thus far. Commented \\ BAY-TV Gen- 
eral Manager Ha\dn K. Evans: "If we 
gave a whole minute to selling the 
recipe booklet, we obviousK aren't cell- 
ing beans so it's been a brief mention." 
1 hough only 500 recipe booklets have 
been given awa\ thus far. the Kuehn 
Co. was able to detect the effects noted 
above bj Marvin Bower. 

LOCAL CONDITIONS: "Thou- 
sands of families are opening up their 
weekend cottages along the Bay and 
several hundred lako to the north and 
west of Green Bay,"' report* Haydn 
Evans. Grocers have stated the exodus 
is affecting sales of B&M with cottage 
owners coming in to stock up. * * * 
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kingpins in Golden Gift management are (left to right) Hob Slhers, v.p. in charge of sales; Hobart A. II. 
Cook, v.p. of engineering ami research: Robert \V. Young, Jr., v.p. of merchandising and advertising; An- 
drew I', toung, president. Both Bob- are ex-agencymen who discovered product, launched its ad campaigns 

Spot radio spurs an orange juiii 



M he second o.j. revolution in less 
than it decade is niiikiug its first big 
headw a\ this vear. Orange juice or 
11. j. tit citrus men ;iik1 drug store soda 
ji rks underwent its fust radical pack- 
aging change when I ho concentrates 
began their boom after the war. iSow 
the i miieis arc biamb which sell fresh 
orange juice packaged in wax cartons 
like milk and distributed on milk 
mutes or in grocers nutlets. 

While fresh juice accounts for only 
■ V i of packaged o.j. s;des i nricntlj. 
the fresh orange companies believe 
their prodn* t is destined to put as big 
a -ipiee/c on the market as the appeai- 
«nii e of the frozen < oik en li a les. 

\ iimnbcr of firm- ha\e had fresh 
o). on the maikei [or a few years, 
but tin fastc-i e\p;inding brand is 
Golden 'iilt. a iclalne newcomer. 
\\ it 1 1 ■ 1 1 -c\eii month- tin- fuiii pushed 
it d|s|i 1 1 1 i 1 1 1 • ■ ii fioin a few I'.a-tcrn 
maikei- into ,'Ui -late- and im rensed 
ii- s.d<-, \ IS 1 ..{tut' , . behind (,olden 



Gift'- sales success has been a highl} 
coordinated program of local market 
advertising, with -pot radio as its foun- 
dation. 

"Radio did more than nil} other 
medium to pull in results." says Bob 
^ oimg. Golden Gift's v.p. of merchan- 
dising and advertising. 

1 mil sponsor's pre-slime. Golden 
Gift s agencN was Harris & White- 
brook. Miami. However, the growth 
of the firm'- sales and of its advertis- 
ing plans lias been such that Boh 
\ oimg has begun looking for a larger 
rgencv to service the account. W ithin 
dans after the word got around seven 
of the top radio-tv agencies were 
making a pitch a sign, perhaps, that 
the fre-h juice business i- regarded as 
potcntialh a big monev maker. 

In fall 195 1 when Golden Gift first 
allocated a substantial air media bud- 
get, the firm's sales could be projected 
to an annual volume of $1 million. 15} 
spring 10.~>.">. after seven mouths of in- 



tensive advertising. GG is chalking up 
sales at a rale that projects to $13 mil- 
lion for the year. And some 70% of 
Golden Gift's $500,000 advertising 
budget is in spot radio. 

Hob ^oung estimates that at least 
half of GG's growth in sales is due to 
increased sales in established markets, 
rather than stemming from the rapid 
expansion of distribution. As he puts 
it. ''unit sales per store in our regular 
sales areas have increased at half the 
expansion of our total sales.'' fhat is, 
where stores sold one unit last fall, 
thev max be selling six now. 

"Our advertising has done a terrific 
two-fold job of getting us good distri- 
bution and increasing sales in existing 
markets." Young told SPONSOR. 

The reason for GG's heavy reliance 
on radio? 

"Lots of people in the agency busi- 
ness now think of radio as the com- 
ing medium," Young continued. "Pres- 
sure from the radio indlislrv has sunk 
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SPONSOR 



K la van and Finch (right) 
pitch for Golden Gift 12 
limes weekly over New 
York's WNEW. GG likes 
personalities to ad lib. rath- 
er than read straight ropy 





Uurh Lvon> (below), 
m.c. of WLW-TV's "50-50 
Club" in Cincinnati, is one 
of daytime women person- 
alities Golden Cifl buys 
in 15 U. S. tv markets 



WMGM's Ted Brown (and friend) broad- 
cast 25 Golden Gift announcements weekly in 
New York. Firm advertises in 35 radio markets 





Golden Gift, major producer of new fresh juice, puts 70% 
of budget into spot radio, increased sales 1.300% 



in, and people now realize they can get 
cheap frequency with am. It's better 
for reaching housewives than tv. And 
if you get a good radio personality 
behind the mike, you'll sell )our 
goods. " 

Here's the sales and advertising 
strategy that's making a national brand 
name out of Golden Gift. Once Golden 
Gift has signed up a distributor in a 
new market, the distributor leaves a 
sample half-pint of GG orange juice 
with each milk delivery. On the sam- 
ple container, there's a tag telling 
about the product. 

"We get a very high percentage of 
acceptance out of sampling." Bob Sti- 
vers, GG's v.p. of sales, told sponsor. 
"Sometimes as high as TOT or more. 
By the end of the month there's a cut- 
back, and from then on sales on the 
home delivery vary somewhere between 
15 and 30%'." 

Golden Gift's pattern is to set up 
home delivery in this way first, and 



then get store distribution. As soon 
as there is store distribution, advertis- 
ing begins. 

Today Golden Gift u-es radio in 35 
markets. From the time that advertis- 
ing starts in an area, GG uses radio. 
Occasionally, varying size newspaper 
ads break a week or 10 days earlier, 
but generally it's a coordinated effort. 
On an average, the firm uses 25 to 30 



announcements a week, generalh min- 
ute participations in early-morning or 
da) time radio programs. 

Harris & Whitebrook Media Direc- 
tor Joan Stark (ex of William Wein- 
traub) buys out of Golden Gift's Man- 
hattan penthouse offices. She looks for 
woman-appeal programs featuring top 
radio personalities in each market. 
{Please turn to page 06) 




MOST ORANGE JUICE IS NOW 
SOLD IN CONCENTRATE FORM 



Concent rnte consumption 
Canned consumption 
Chilled or fresh consumption 



32.91 1.74ft crates 
9.604.584 crates 
1.634.810 crates 



SOURCE: Ucporl hy Florida Citrus Commission from information by Florida Canners 
Association lor October 19.H thruugli 30 April 1953, showing amount of oranges used 
by packers for each type of orange juice. 
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<*r to own a car 
n have my 



\ 



TECTION 
BOND 




Booklet appears in tv plug's, lists guaran- 
tees given. Below Is typical radio pitch 

Sound FfFect : Crowd noi^e. (iavel hangs 
ll rec times and crowd noi-c subsides. 

Male Viiiimmcer: Presenting . . . (lie 
first lady of the automobile industry . . . 
Mr-. Joe Levin of Homestead Motors! 

Female Announcer: Fverybody rails me 
Ma. Friends, choosing a car is a prelty 
important decision, and it's a lot easier lo 
make up your mind in a neighborly 
atmosphere. So, day or night, you'll 
alway- find hoi coffee and my homemade 
domits waiting for von at Homestead. 
\ n il I'm fu-sy about my customers being 
satisfied, loo. So when you buy one of my 
used cars, I want you to <lme it for 30 
da>s. Then, if you're not 100**o satisfied, 
bring il back and change it for another 
one. Now isn't thai fair? florae on down 
and look al my cars. I'm sure sou'll find 
)usi what you're looking for. 
\nd remember, coffee's waiting. 

Trio: (Jingle) There's no place like Home 
htead. there's no-uli place lik- //ow-Stcad ! 

Male \iiiioiineer : Homestead Molois 
is at Fill Hoylsinii Street, near 
1 <nwav I'ark, Boston. 




Spot radio ups Ma Levii 

ltoston automobile dealer's sales soared with "iiielhi 



J[ lie lioll) competitive auto business 
i> well slocked with such personalities 
as "The Smiling Irishman,"' "Madman 
Minsky" and "Hysterical Harry." But 
Boston had no such personality— you 
couldn't tell one dealer from another — 
till "Ma Levin" came along. 

Ma Levin and her Homestead Mo- 
tors in Boston are selling cars like 
mad. And not with the usual loud, 
high-keyed ballyhoo, either. Rather 
with a homey, gentle, motherly ap- 
proach that invites people to ''come 
or. down and look at my cars and have 
some liot coffee and homemade do- 
nuls." This approacli in a saturation 
radio campaign succeeded in upping 
tiie sales of this auto dealer 600% 
in one month. 

That was six months ago. Since 
then, supported by a budget heavy in 
radio and tv, Homestead's new and 
used car sales have doubled the initial 
600/r increase. Business has grown 
to such a point that Ma Levin had lo 
buy more land in back of her original 
lot to accommodate additional cars. 
\ll of Boston is aware of Ma Levin's 
Home-lead, according to the auto deal- 
ei "s agency, Silton Brothers, Inc., of 
Boston. And many dealers have tried 
to imitate the approach, thev add. 

Nearly 75% of Homestead's total 
S2.6()0-a-wt«ek budget goes for air ad- 
vertising. The $1,900 radio and tv al- 



location now gives about $800 weekly 
to radio, $1,100 to tv, though at the 
outset of the dealer's air advertising 
last fall, radio alone was used (sup- 
ported by newspapers). Tv entered 
the picture in February 1955. 

Prior to the fall of 1954, Homestead 
Motors had used largely newspaper 
' price" advertising, as did most of 
Boston's auto dealers. None of the 
Hub City's ear sellers stood out since 
none of them tried a personality ap- 
proach. And the public tended to dis- 
believe claims, says the Silton agency. 

When Homestead Motors, a car deal- 
er established in Boston for over 30 
\ears. eame to Silton Brothers, it was 
selling an average of four ears a week 
and was wide open to new ideas. The 
agency studied the local used ear busi- 
ness and decided that Homestead need- 
ed a personality. It also decided that 
the personality created must combine 
qualities of friendliness, trust, and con- 
fidence, and make a prospective cus- 
tomer feel that doing business with 
Homestead would be a pleasant affair. 

In its search, the agency took special 
note of the fact that the president of 
Homestead Motors was a woman, a 
Mrs. Joseph Levin, the wife of the 
deceased founder of the firm. Al- 
though the business is actually man- 
aged by her son, Seymour Levin, vice 
piesident of Homestead, and her son- 





r sales 60(1 



tonality approach on air 



in-law, Joseph Brodley, clerk of the 
corporation, the agency decided Mrs. 
Levin was just the right personality. 

It didn't take the agency long to 
round out the personality of "Ma 
Levin." Her first distinction: she 
would he the only woman automobile 
dealer in Boston- -women are virtual- 
ly never connected with auto sales any- 
where else, either. She would be a 
homey, friendly woman who would 
serve free coffee and doughnuts to all 
who came to her car lot. And the com- 
pany would be referred to as Ma 
Levin's Homestead in all advertising. 

Another consideration was that the 
use of a mother-figure in the advertis- 
ing might be effective in building a 
feeling of trust and belief on the part 
of the public, which sometimes has a 
low belief in used car advertising. 

To get across the Ma Levin person- 
ality to the public, the agency felt that 
radio would probably be the best me- 
dium. A spoken invitation by a friend- 
ly woman's voice to come visit Ma 
Levin's Homestead had a great deal 
more intimacy and would be much 
more effective than the same thing in 
print, it was thought. 

Another reason behind the choice 
of radio was that radio could reach 
people outside their homes, while they 
were driving their cars; also Silton 
considered spot radio an economical 
medium. 

So the key men at Silton Brothers' — 
M)ion Silton, president; Jason N. Sil- 
ton, executive v. p.; Ramon Silton, 
treasurer, and Earle Hoffman, v.p., 
launched Homestead Motors full force 
into radio advertising. Irving W. 
Lande, account executive, now works 
with account supervisor Jason Silton 
on the Homestead account. 

First they made one-minute e.t.'s of 
a series of commercials for radio. The 
voice used was not that of Ma Levin 
herself, but that of a professional in 
the commercial-making business. It 
came over as the voice of a warm, 
motherly woman in her 50's, just as 
the agency wanted. Comments Irving 
(Please turn to page 91) 




ThouMinds of viewers flocked to Lane Oldsmobile Co.'s all-night Autothun, 
came from as far as 80 miles away. In the course of the eight-and-a-half hour 
telecast (from 11:30 p.m. Friday to 8:00 a.m. Saturday morning), the sponsor 
sold over $250,000 worth of cars. Sales continued strong long after the event 



"Deal-0-Rama" Autothon 

KGUL-TV all-night telecast racks up sales for Houston 
auto dealer; technique inspired by SPONSOR article 



The "Autorama" technique for selling cars with all-night telecasts 
seems destined for growing use by dealers all over the country, as 
predicted in a SPONSOR article, 18 April 1955. page 43. sponsor's 
story covered the Autorama staged by Olin's used-car outlet in 
Miami, and within a short time the story inspired a similar all- 
night sales marathon in Galveston, Tex. 

This one took place over KGUL-TV on 6 May, and racked up 
$250,000 in sales for sponsor Lane Oldsmobile Co. of Houston, 
during an eight-and-a-half-hour telecast. 

But to go back to the beginning: When KGUL-TV salesmen read 
sponsor's story on the success of Olin's Autorama (which boosted 
car sales 300*^ in one weekend), it immediately sparked their think- 
ing. The\ contacted car dealers and agencies in several cities in 
the Texas Gulf Coast area with proposals that they sponsor a 
similar telecast on KGUL-TV. Fastest to act was Lane Oldsmobile 
Co., through its agency. Kamin Advertising. 

The "Deal-O-Rama" Autothon, as it 
was called, took place on a Friday 
night (as did Olin's). It started at 
11:30 p.m., Friday, ran till 8:00 a.m. 
Saturday. Auto-selling and auctioning 
took place right on camera. The activ- 
ities gained tremendous momentum. 
sa\s the station, created a "thrilling, 
frenzied-like atmosphere."' Visitors 
came from as far as Beaumont. 80 
miles awav. Jerrv Colonna was m.c. 

By the end of the show, over 100 
cars were sold; a week later. Lane re- 
ported sales still going strong. 



Jerry Colonna m.c.'d enter- 
tainment, Harlan Lane sold 
cars. Both wound tip hoarse 
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Chart covers halt-hour syndicated film projj 



i 



Top 70 shows in 10 or more markets 
Period 7-7 April 7955 

TtTLE. SYNOtCATOR. PRODUCER. SHOW TYPE 



I Led Three Lite*, Ziv (D) 



Puxxport tit Danger. ABC Film, Hal Roach (A) 



ll«ferfrunf. MCA, Roland Reed (A) 



Favorite Story, Ziv (D) 

Annie Oakley, CBS Film, Flying A (W) 



,Tlr. District Attorney , Ziv (A) 
Hattye 71 1, NBC Film (D) 
.SlIJM'rillUII. Flamingo, R. Maxwell (K) 
Liberore, Guild Films (Mu.) 
Cisco Kid. Ziv (W) 



Avertti 
rating 



22.11 



22.1 



2U.H 



7. STATION 
MARKETS 



NY. 



L.A. 



6.8 74.9 



wall" tv 
0:00ptn 



kit-.- 
S 30pm 



8.4 

k<op 
8 Ofipni 

7.2 27.9 



ualxt 
' 30pm 



kitv 

7 :30pm 



20.2 



20.1 



20.0 



Ht.fi 



lit.l 



lit. 



III. I 



77.4 

I., n 

10pm 

5.7 

wnhc-tv 
10 



7.4 

kitv 
S OOpm 

76.8 

ktlv 
7 00pm 

75.9 

knxt 
10 :00pm 



7.2 75.7 



wor t\ 

P <rrtpm 



kitv 
.;iOpm 



7 7. 7 7 7.7 



wr< :t tv 
6 .00pm 



ktlv 

7 :U0pm 



4.9 9.0 



up It 
fi 30pm 



kits' 
« 3 Op in 



8.4 74.0 



wrra tv 
(i :00pm 



kttv 

f> :30pm 



S-STAT10N 
MARKETS 



Boston Mnpls S. Fran 



28.3 27.7 79.0 



wnae tv 
7 00pm 



kstp-tv 
9 -.30pm 



kron-tv 
10:30pm 



74.2 73.7 



keyd-lv 
7 :30pm 



kmn-lv 
10:30tnn 



7.2 20.4 



ki\v<l tv 
7 OOpm 



kron-tv 
B :30pm 



7.0 77.5 8.9 



wjar tv 
I0:iMipm 

78.2 

uhz tv 
.'i OOpm 



wcro-tv 
9 OOpm 



kron tv 
7 :00pm 

75.5 

kco-tv 
ij :30pm 



20.2 22.9 76.9 



wnac-tv 
10:30pm 



kstp tv 
7 :30pm 



knm-tv 
10.30pm 



23.2 22.5 27.9 



wnac-tr 
0 :30pm 



kstp-tv 
0 :30pm 



kpix 
9 OOpm 



79.4 73.8 78.0 



wnac tv 
l. :30pm 



wmln 

5 :30pm 



kno-tv 
6 :30pm 



24.4 74.5 24.5 



whz IV 
: "Opm 



wero-tv 
7 :00pm 



kpi\ 
9:30pm 



4-STATION MARKETS 



Startle- 

Atlanta Chicago Oetroit Taeoma 



Wash. 



78.0 73.7 78.7 76.7 78.0 



nsh-tv wsn-lv wjlik-tv ktnt tv 
10:30pm 9:30pm 10:30pm 7 :00pm 



70.4 76.6 



wrc-tv 
I0:30pn 



70.9 

waira tv 
7 OOpm 



nsyz-tv ktnE-tv 
10:00pm 5:30pm 

76.5 20.6 20.4 



w*vz-tv komn-tv 
7:00pm S :30pm 



w top-tv 
9:30pm 



7 7.7 72.2 

waca-tv njbk-tv 

7 :00|im 10 :30pm 

78.3 77.4 24.6 7 7.2 



whfcl) 
2:00pm 



WSVE-tV 

4 :30pm 



kine-iv 
G:00|im 



wtte 
7 :00pm 



20.2 73.9 74.0 20.6 73.4 



wjh-lv 
7 :00pm 



vflikh 
9:30pin 



wwj-tv 
10:30pm 



klnc-tv 
9 OOpm 



u'mal-tv 
10:00pm 



S-STATIO 
MARKET! 



Bait. Burlall 



73.0 28 

ubal-tv nben-l I 
10:30pm 9:30t)J 



24.2 20. 

wmar-tv wpr-tr 
9:30pm 7:00ptr| 



26.7 

nhal-tv 
5:30pra 



7 4.0 22. 



ubal tv 
10:30pm 



7 i f 



74.4 74.2 23.7 77.7 



wen-tv 
S :00pm 



n-vej-tv 
7 :00pm 



kinc tv 
9 ;30prn 



wrc-tv 
7 :00pm 



23.7 76.9 25.2 20.0 78.0 



ush-lv 
7 :00pm 



wbkh 
5 :00pm 



w xyz-tv 
fi :30pm 



klnc-tv 
6 :00pm 



wrr-tv 
7 ;00pm 



9.2 8.5 7.2 22.9 7.7 



wlw a 
)i OOpm 



wjrn-tv 
9 30pm 



wvvj-tv 
6 :30pm 



kinc-tv 
S :30pm 



VftlE 

9 OOpm 



74.8 72.7 79.5 7 7.9 79.7 27.7 20.6 



w tine tv 
G OOpm 



\wm-tv 
12 1 >pra 



kron tv 
tl :30PIU 



waca-tv 
■1 :00pm 



u hkb 
"• OOpm 



WYJ'Z-tV 

0:30pm 



kr>mo-tv 
7:00pm 



72.2 20.( 



wbal-tv 
10:30pra 



wer tii 
10:3od4 



20.4 25.3 



wbal-tv 
7:00pra 



uben-t J 
7 OOpirl 



74.0 29.0 



wbal-lv 
7 OOpm 



C:30rfnl 



79.4 78.31 



wbal-lv 
7 :00pra 



wben 1^ 
7 :00pn 



Top 70 shows in 4 to 9 markets 



n 



:t i 2 



f'orcir/ii Intriyue, Sheldon Reynolds (A) 
Janet Hi-iiii, K..V. U.M.&M., Inc. (D) 
Life of IliJei/.NBC Film. Tom MeKnigM (C) 
IlilOs liuli;. CBS Film (C) 

The Hlli.«lfer, CBS Film, Jool Malone (M) 
f.'riip Autry, CBS Film (W) 
the Falcon, NBC Film (D) 

Ihnifi. I'tiirltauks I'rcsciit*. lntcrs»a*o TV (D) 
Kit Carton, MCA, R«vu« P;od. (W) 
\ irfortf nt Sfn. NBC F m (Doc.) 



lit.C 



lit. I 



Ili.C, 



I U.I 



i i.u 



i i.n 



i i.r, 



ll.it 



3.8 


9.9 


24.7 














73.9 






y\-nU> tv 
10 .')0pm 


k ra 
10:00pm 


u'hz tv 
1 0 :30pm 














ntop-tv 
7 :00pm 














77.0 








7 0.0 




JO. 7 


79.3 I 










kron -IP 
10 30nm 








fctnl-tv 
10:00pm 




whal-tv 
7 :00pm 


when-t« 
7 :0OrmH 




7 7.4 




76.9 


77.5 




75.2 




33.0 










ktlv 
S OOpm 




kstp tv 
0 OOpm 


kco-tv 
7 :impm 




uKn-tv 
9 OOpm 




kluE Iv 

7:30pm 








5.3 


9.5 






2.3 






75.9 








22.5 


« In (V 

1 '.lOpm 


kiixl 

7 uopin 






k"vr 
7 30pm 






WVvj tv 

7 :00pm 








n jir-lf 

7:00|)io 




76.2 


75.8 




22.7 






7 7.9 


18.7 




7 7.2 






kitv 
10 OOpm 


5*1),' IV 

1 \ i»Uf»m 




knm Iv 
1 0 :30pm 






rklw-tv 
7 .Oopm 


klllK tv 
10 :«Opm 




umar tv 
1 1 :00pm 








79.5 




2.3 




7 7.2 




23.5 












\\ t-n iv 
i OOpm 




k'«-r 
0 30pm 




nti'im tv 
S 30pm 




klnit tv 
fi :00pm 










9.7 




5.0 








5.0 


75.3 


73.0 








knvl 
10 .'I0t.tr 




ki'jM tv 
7 OOpm 








rkhv tv 
0 '30pm 


klne-tv 
9:00pm 


wtop-tv 
1A :30pm 






77.6 


74.3 




72.9 










74.4 








una Iv 
0 'lOpur 


krra 

10 :i0inn 




fc'ilp Iv 
10 10pm 










ktnt tv 
10:30pm 










7 7.3 


0.9 






74.7 










72.9 






kitv 

B 30pm 


wmur 
7 30pm 






wlw a 
r> 'OOpm 










wbal-tv 
(t :OOpm 






9.7 




7 6.9 










9.9 










kitv 

7 Mpn 




k Ip Iv 
'!Opm 










komo-tv 
0'30pin 









"P z*ft* ^ r«l i e la nn mi urle 
» I « c fllm n 'I !>' 



* \ i^i(«n-. K) kll . Vprlt \Y1iMe network utimvs nrc fairly stable frnm one mrmth to anntlicr in the marld 
'M at«I. h»tf h ur Irncth nhlrh tlirr arc »tnnvn t ihln Is true to much lesser extent with Abdicated sliows. Tlili 
ni a\rrHsr> f»f inbriiuNl hr- hornr in mind when anatyrlnc ratine trends from one month to another In this chart. 

U* last ninth's rhart. If blank, show was not rated at all In last chart or was In othif' 




STATION MARKETS 


2-STATION MARKETS 


i ms Miiw, PhlU. St. L. 


Blrm. Charlettt Dayttm New. Or. 


3.3 27.2 J3.3 2J.7 

h-tv wtmj-tr wcau-tv ksd-tv 
Opm 10 30pm 7:00pm 10:00pm 


25.5 59.5 28.5 49.8 

wabt wbtv thlo-tf wdsu-tv 
9:30pm 9:30pm 9:00pm 9:30pm 


28.9 J 3.7 

wtmj-tv wcau-tv 
9:30pm 10:30i>m 


59.5 36.8 

wbtv wdsu-tv 
8: 00pm 5:00pm 


2.2 19.4 22.2 

ns"-£v wxlx ivcau-tv 
iDpm 8:30pm G :30pm 


55.5 23.3 

wbtv wlilo-tv 
9:30pm 7:00pm 


s.a 

ns-tv 
■00pm 


55.8 54.0 

wbtv wdsu-tv 
9:30pm 9:30pm 


J2.5 /5.5 

tvtvw Ksd-tv 
5:00pm 12:30pm 


35.3 33.3 

wbtv w d s u - 1 t 
2:00pm 12:00n 


9.4 17.4 13.3 2 J. 5 

t-c Ktmj-tT wptz ksd-tv 
30pm 10:30pm 10:30pm 10:00pm 


26.5 62.3 2J.5 3J.8 

wbrc-tv wbtv wlw-d wdsu-tv 
9:30pin 8:00pm 10:30pm 10:30pui 


7:4 7.5 J 7.7 26.4 

w-c wtvw wcau-tv ksd-tv 
'Opm 8:30pm 7:00pm 9:30pm 


29.0 43.3 J9.3 

wbrc-tv wbtv wlw-d 
9:30pm 10:00pm 7:00pm 


jS.O 10.9 22.0 20.9 

■ns-tv wtvw wcau-tv ksd-tv 
Opm 6:30pm 7:00pra 6:00pm 


J6.3 38.3 J6.3 33.5 

wlw-d wbtv wlw-d wdsu-tv 
6:00pm 5:30pm C :00pm 5:00pm 


7.7 3 J. 7 J 0.2 16.5 

i-tv wtmi-tr wptz ksd-tv 
■Opm 8:00pm 11:00pm 10:00pm 


23.5 53.3 

wabt wdiu-tv 
9:00pm 9:30pm 


0.7 21.7 16.0 

k-c wtnij-tv ksd-tv 
Opm 5:30pm 5:00pm 


26.8 32.3 

wbtv wdsu-tv 
11 :00atn 5:30pm 




16.0 

wcau-tv 
7:00pm 


55.5 

wbtv 
9:30pm 




41.0 

wbtv 

6:30pm 


207 

WXil 

8;00pm 




6.9 9.7 

rtvn wItw 
Opm 9:30pm 


22.8 46.5 

wbrc-tv wdsu-tv 
6:00pm 9:30pm 




7 4.8 

wdsu-tr 
11:30pm 




7 7.8 

whlo-tv 
7 :00pm 


J2.5 20.5 

wfii kwk-tv 
10:30pm 10:00pm 


39.0 

wdsu-tv 
10:00pm 






24.5 15.5 

wtmj kwk-tv 
5;00pm 4:00pm 


22.0 

wlw-d 
C:00pm 


15.2 

wslx 

7 :00pm I 





sslflcation as to number of stations In market is Pulse's own. 
nines number by measuring which stations are actually ri- 
mes In the metropolitan area of a given market even though 
f may be outside metropolitan area of the market. 



for the 



tower 



in Milwaukee 
it's VHF 
Station 




CHANNEL 



Here's 
Why... 




in Milwaukee 

Channel 12 is your best buy! 

Now under construction by WTVW Channel 12 in Milwaukee is a Giant 1105 
foot Tawer. When completed this structure will be the tallest in Wisconsin 
and will give Channel 1 2 comparable coverage ta any television station in the 
country. Yes, and no converters are needed far VHF Channel 12 in Milwaukee. 

ABC & DUMONT Network 




THE MILWAUKEE SENTINEL 

Represented Nationally by 
Edward Petry & Company, Inc. 



v 




P. O. P. 



V 



DURING 1954 

26 companies with 
238 supermarkets 
grossing aver 
$400,000,000 
participated in 
KRCA's great 

KEY VALUE WEEK 

merchandising 
promotions. 
KRCA advertisers 
received fram 
these stores . . . 
6,648 column inches 
1,162 stack displays 
7,819 shelf strips 
1,952 wire hangers 

JUNE 1, 1955 
22 VON'S markets 
inaugurate 

KEY VALUE MONTH 

the first of the 

new 30 DAY KRCA 

MERCHANDISING 

PROMOTIONS with 

the leading 

markets in 

LOS ANGELES . . , 

for 

P.O. P. , . . praaf of 

performance at 

the point 

of purchase, it's 

KRCA in greater 

L.A. 



KRCA-4 



Los Angeles 

NBC SPOT SALES 




New developments on SPONSOR stories 

Sed "Virginia Dare comes hack to 'full- 

strength' spot radio" 

ISSIIC: J April 1953, page 30 

Subject: Wine producers spend heavily in air 
media 

Manischewitz \\ inc Co. has announced plans to double their adver- 
tising appropriation for radio and tv for the spring and summer 
months. /Wording to General Manager Meyer II. Robinson, "Sales 
for the first four months of 1955 have exceeded the company's most 
optimistic goals." 

Manischewitz. through Emil Mogul, puts 80*85 To of their ad budget 
into the two air media. The increase in the warm weather spending 
is explained by Robinson as follows. "More and more retailers are 
discovering the substantial extra volume . . . during the summer 
months . . . our purpose in stepping up our hot-weather budget i 
to capitalize on this encouraging trend." 



★ ★ * 




Subject: 



"Aging of the customer : \sh\ dept. 
stores need tv to lick it"' 

-1 April J 955. page 31 

The gulf hetHccn department stores 
and tv 



\VTTY, Indianapolis, and H. P. Wasson. a leading department 
store in the city, are conducting a 10-month campaign to test tv as 
an advertising medium. The test, which began 14 March, has already 
resulted in some sensational sales. 

Shortly before Easter the store arranged to have two tv children's 
personalities visit the store: cartoonist Les Satterthwaite and cowboy 
"Uncle Bob" Hardy. Both were at the store on the two Saturdays 
preceding Easter, and were plugged on tv as well as in newspaper 
ads. When they appeared, they gave away ballons. autographed 
photos of themselves and talked to the children. 

The fifth floor toy department had 20,000 shoppers each day, 
and business boomed throughout the store. The toy department 
alone sold half its anticipated month's sales the first dav. Even 
Wasson's downstairs lunchroom's volume soared. They sold 1.600 
hamburgers on those two da\s. 

Walter Wolf, store president, stated, "These were two of the finest 
davs in the 50 vears of Wasson's historv." 




WTTV cartoonist and cowboy drew 37,000 people to Wasson's department store 
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SPONSOR 



Demonstrate the Product, We Always Say 



And who can make a better pitch for U. S. Keds than the pooch 
that delights a half a million kids on Seattle's most popular 
afternoon TV strip, King's Clubhouse with Stan Boreson. 
The hound's name is "No-Moshun". . .as any youngster in 
Western Washington will tell you. She helps Stan pull down an 
average 22.3 ARB rating in the 4:30-5:00 P.M. period. Together, 
they swamp the competition (79% share of audience). 

But the KING-TV story doesn't stop with superior ratings. We 
not only encourage talent tie-ins with client products — we insist 
on it. KING-TV personalities believe in selling. They like to sell 



and they spend time at the job. Besides, they've had a five-year 
headstart on the competition. That's why most local advertisers 
count on KING-TV's personal plus, when advertising must pay off. 

So, whether you are selling tennis shoes or toothpaste, 
the place to go is KING-TV. In the Pacific Northwest, that's 
where your sales begin. 



Channel 5— ABC 
100,000 Watts 
BLAIR TV 



FIRST IN SEATTLE 



KiNG-TV 



A commercial, public service, 
j award-winning program which will add 
I prestige and profits to every 
* station and sponsor 



ENTERTAINING! 




for demoYiittatihg 
on id f til situation between 
> -»b'K -crv/ce and commercial 




Quests -ojn ea.th 
frig five Nobel Prize Winner*. 




t Pa 




I [g a 

16 Z> touoofc i^J 



POPULAR! 



so 



let 



ffffl vv/fh /he famed Cali- 

fornia Academy of Sciences, "Science in Action" 
is © program which wins unanimously enthu- 
siastic endorsement * of viewers, educational 
groups, stations and sponsors-. 



H boasts an eye-popping rating history-^as well 
os a most impressive collection of awards and 
citations. It's a tremendous asset for any sta- 
tion, any spoasffl, anywhere:. 

Call, write or wire for full details* 



Television Programs of America^ Inc. 



477 Madison Avenue New York 22, N. t. 



17" S 



WORKCLOTHES 



AGENCY : Direct 

i W 1 1 r ^ I UK 1 Eagle's Sunoco Service sta- 
■i rajn'ting in a lire soles contest among dealers, 
i station bought both neuspaper and radio ad- 
but llic radio campaign began tuo days before 
lite 10 announcements which ran in these 
tuo Ju\s brought in £>2.200 in sales. Cost was $33.60. 
That's a return of almost STO in sales directly traceable 
to radio advertising, for every dollar spent on the air. 

VllOk I atn a-u r, Ohio PROGRAM: Announcements 



s \ I i 

C \l - 11 

tun ki/n 
/ Iii <t n 

• rl < i 

p r I a< 



results 



HAMBURGERS 



K\V I/, ^anlo \na. Calif, 



l'KOGH VM: Announcements 



CORN 



<«.K \M V I> I hi i. rk \ii<lion Kins 



1 



H'ON^OH; Hall's Drive Ins AGENCY: Direct 

f UMLE r \>E NI-TOin : Hairs Drive Ins has a 
schedule of eight announcements a day on KWIZ. On 
Monday they began promoting a two-for-one hamburger 
side for Thursday of that week. In a six-hour period 
6,000 hamburgers were sold. KH'IZ's disk jockeys were 
chefs for the occasion, a big point in the air cop}'. 
Outur John Hall says it's the greatest promotional effort 
he's ever hnoun in the restaurant business. The cost for 
the announcements used to promote the sale was $80. 



M'irW>H. . D.ik. l.rw- In, k <alc Rams AGENCY: Din-et 

< \PM 11 ( W IllMOHt; /„ 19.-.1. U'X/iX created a 
s]i< < od program to Irrj, farmers and ranchers informed 
nj miIi s at l,it estoch Sale Hums' auctions. The Sale Harris 
spnnutrtd the |(l -minute program, aired ut I p.m. Mon- 
day throu 7/ Saturday, far 52 necks. It is at these weekly 
nui tui i iluit nm\t of the earn that is used to fatten stock 
i !i it m I, on dit, 7 he Smith Dakota State Livestock 
s 'tn h l.i' mi\ 1 1 purled a Id' i increase in livestock 
"' ' I ' " ' r \'i>'<. through Lite\toch Sale Harris. 
II' '•> l "I t I'u pi r ii < i L nils S27(>. 



SPONSOR: O'Bryan Bros. AGENCY: Noble-Dury, Nasbill«» 

CAPSULE CASE HISTORY: O'Bryan Bros, sponsors a 
Saturday night half-hour country music slww. During 
one month they ran a contest offering $350 in cash 
prizes. The contest was plugged with a single minute 
announcement- each week. Listeners were to send in their 
names and addresses; winners were to be drawn from a 
barrel. O'Hryan's received mail from 37 slates. The 
total mail count at the end of the month: 97,819. The 
sponsor's cost : . 



WSM, Nashville, Tenn. PROGRAM: Duckhead Saturday Night 




SPONSOR: Escue Bros. AGENCY: Direct 

CAPSULE CASE HISTORY: Escue Bros, used one-min- 
ute announcements over WDIA for the first time in Jan- 
uary. Although most grocery business was down that 
month, their sales were $3,000 above the same month in 
1954. The increase is attributed to new business pri- 
marily. Their radio advertising, the only advertising they 
do, costs $120 per month-. 



WDIA, Memphis 



PROGRAM: Announcements 



COFFEE 



SPONSOR: Ford Hopkins Drug Chain AGENCY: Direct 

CAPSULE CASE HISTORY: The Ford Hopkins Drug 
Chain has sponsored the Musical Clock for three years. 
The show, heard 8:15-8:30 p.m. Thursdays, Fridays and 
Saturdays, features pop music, lime, temperature and 
weather reports. On two evenings Ford Hopkins plugged 
a special on Xash's coffee, 89c a lb., one to a customer. 
Some 634 lbs. were sold. Special offers are frequently 
run and the resultant store traffic is always considerable. 
Each program, costs the sponsor $42.50. 



WMT, Cedar Rapids, Iowa 



PROGRAM: Musical Clock 



COSMETICS 



SPONSOR: Bonne B. I1 Cosmetic, AGENCY: Wysc Adv., Cleveland 

CAPSULE CASE HISTORY: Honne Hell ran six an- 
nouncements on Hill Handle's d.j. show, Saturday, 1 :30- 
5:15 p.m. for eight weeks. This was the only advertising 
they did in the Xcw York market. Within eight weeks 
Bonne. Hell achieved distribution in almost every "high- 
class" cosmetic outlet in the city. Agency says: "Hill 
Handle has been very successful for Honne Hell here in 
Cleveland. Once again, we had tremendous success, this 
time in the Xcw ) ork market — the toughest market to 
crack in the country." The announcements cost $600 
per week. 



WCBS, New York 



PROGRAM: Bill Randle 




YOU MiUHT SPliEif 200 3MPMI ON A 

BUT , . 



1/iV 



6-COUNTY PULSE REPORT 
KALAMAZOO-BATTLE CREEK AREA — MARCH, 1955 
SHARE OF AUDIENCE 
MONDAY-FRIDAY 



STATIONS 


6 a.m. - 12 noon 


12 noon-6 p.m. 


6 p.m -midnight 


WKZO 


41% 


37% 


35% 


B 


18 


17 


16 


C 


10 


12 


1 1 


D 


10 


9 


7 


E 


8 


7 


8 


OTHERS 


14 


18 


24 



1\0TE: For first time, Battle Creek's home county (Calhoun) 
was included in this Pulse sampling, and prodded 30% of all 

interviews. 



YOU NEED WKZO RADIO 
TO COVER GROUND 
IN WESTERN MICHIGAN! 

If you need to throw the throttle wide open in your West- 
ern Michigan advertising, use WKZO — CBS radio for Kala- 
mazoo and Greater Western Michigan. 

Pulse figures, left, show WKZO gets more than twice as 
many listeners as Station P> — morning, afternoon and night! 

Nielsen credits WKZO with 181.2% more daytime radio 
families than Station B — 190.6% more nighttime! 




J 

WKZO — KALAMAZOO 

WKZO-TV — GRAND RAPIDS-KALAMAZOO 

WJEF — GRAND RAPIDS 

WJEF-FM — GRAND RAPIDS-KALAMAZOO 

KOLN — LINCOLN, NEBRASKA 

KOLN TV — LINCOLN. NEBRASKA 

Associated with 
WMBD — PEORIA. ILLINOIS 




CBS RADIO FOR KALAMAZOO 
AND GREATER WESTERN MICHIGAN 

Avery- Knodel, Inc., Exclusive National Representatives 



*A French National Raihvays electric train set this record near Bordeaux on March 28, 1955 




(i forum on questions of current Interest 
to air advertisers ami their agencies 



Ave the movie companies getting a ''fvee ride" on tv 





TV'S SURRENDER TO HOLLYWOOD 

liy Murry Harris 

I'ublic Kclatioiis Dlreclor 
I. C. Sirlsprt Co.. V ) . 

1 he night of May 
2nd. millions of 
\ie\vers who had 
seen l.ee Cobb's 
stirring perform- 
ance in the su- 
J pcrh 90 - minute 

il color show. Dark- 

u| ne.ss at \oon, 

k.M heard the follow- 

ng gem just before sign-off: 

"l.cc Cobb appears through the 
■ < urtc-\ of Columbia Pictures, whose 
hte-t pit tore. The End of the Affair. 
-tar- \ an Johnson and Deborah Kerr."" 
Oh. \rs the sponsors of the show 
v. err and Ford. I hat's only one 

side of the immense free ride the movie 
companies get on tv. The other, of 
i our-e. include- entire awards pro- 
gram-, entire \ariet\ shows "saluting"' 
Colo-sal Pictures with Sf minutes of 
promotion fur past and current re- 
Ica-e-. Colo— .al pays nothing. The 
sponsor -hells out about $100,000 and 
pel- -i\ minutes of commercial. 

I- that fair to the advertiser? llard- 
1\ . I- it fair to other advertisers in 
t\ { \e\cr. Ueeause tlii- outlandish 
surrender tr) llolhwood is twice 
< iir-ed : 

I 1^ networks and stations are 

i nulling iiwin from millions in polru- 
1 1 - 1 1 tune -ale- through the "free" pol- 
i' \. Mo\n- producer- Inn hundred- of 
foin-j cilor pages in magazines; exhibi- 
tor- bin million- of lines of newspaper 

pa<r. \\ 1 1 \ -honld the\ have |\"s '\ 1 

ii ilhon lioinrs handed to them on a 
I v * r platter in-tead of a rate < anl . / 

' "ii poiiudiiip the felon \ i- a 
a n.illv o\crlookcd; all ibis fiee 
' i l li" II i d to pi oiuote a ' am- 



peling entertainment medium. Just as- 
sume that only a third of that variety 
show's 45 million viewers eventually 
decides to see only two of the many 
pictures promoted on one broadcast. 
Counting three hours per evening at 
the movies, simple arithmetic gives \ ou 
60 million viewer-hours auay from tv, 
away from other sponsors' shows. This 
should delight the boys at Culver City, 
but it's not very healthy for Radio City 
in the long run. It can only hurt sets- 
ni-use levels. 

As for the Iv-needs-movie-stars myth, 
most of the most popular show? got 
there without Hollywood help — to 
name a very few . JacHe Cleason, Drag- 
net, Ceorge Cobel. Milton Herle. 

Tv is now a mature medium, and it 
can be a costly one. V by should it 
kowtow to anyone — much less to the 
movie companies who have been (1) 
so afraid of its inroads, and (2) so 
loath to shell out for time and talent 
on tv? The free ride Hollywood has 
been getting on the backs of so many 
paying advertisers will soon develop 
into a great jet-propelled odyssey un- 
less those advertisers (and the broad- 
casters! rebel. 



IT'S QUID PRO QUO 

liy Jerome I'irkntttn 

' ./*., Director iS'nt'i Ailvortisiiifi 
I'liriitiiomil I'icturrs Corp.. V. V. 

I his tjneslioii i> 
based on an in- 
accurate premise. 

The (] u est ion 
insinuates that 
motion picture 
i A^f" companies are 

' getting some- 

thing for nothing 
on t cle \ i si on 
that the iippearancc of motion picture 




stars or excerpts from films constitute 
"free promotion." This, as we see it, 
is invalid. In essence the arrangement 
is quid pro quo — that the use of mo- 
tion picture properties, personalities or 
promotions on a television program 
offer definite entertainment values and 
is. therefore, of benefit to the sponsor 
as well as the motion picture company. 

Just how well this is handled is, of 
course, a primary factor and where 
motion picture stars or material are 
gracefully integrated into a program 
and put across with good showman- 
ship, the entertainment value is that 
much greater. Unquestionably, the re- 
sult is a mutually beneficial arrange- 
ment both to the sponsor and to our- 
sehes. 

Motion pictures and the atmosphere 
surrounding them and their stars are 
glamor and excitement per se. Adver- 
tisers of many products have long been 
turning to the movie stars for endorse- 
ment of their wares. Why? Because 
they are known, they are attractive and 
interesting, people react to them. In 
the same way the movie companies 
have been sought out by television, 
which is eager to use their properties 
and people on tv in order to lure view- 
ers. And where do most of the big 
entertainers on television come from? 
Where else! 

Whenever the movies participate in 
tv programs the\ always try to put 
their best foot forward and furnish the 
best entertainment possible. We feel 
we do a serious legitimate job of en- 
hancing the entertainment values of a 
program, helping a sponsor get an au- 
dience tor his program. 

IV seeks and needs what the movie 
makers can offer. A television pro- 
giain is fortunate if it can arrange a 
tie-up with a picture company. The 
whole thing is a beneficial, rewarding 
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SPONSOR 




radio spring- 
board to sales 
In Central 
Ohio 



consistently 
first choice 

•n th# Columbus Market 



20 top pulse 

rated programs 



n '9ht 




arrangement all around — for televi- 
sion, for the advertiser, for us — and 
for the audience. 

HOLLYWOOD GOOD FOR TV 
liy Ted Coll 

General Manager 
l)u Mont O&O Stations 

Marriages are 
supposedly made 
in Heaven, hut 
with the excep- 
tion of the late 
Bride and Groom, 
have rarely been 
consummated on 
the television 
screen. A natural 1 
marriage that should and does take 
place, and with increasing frequency, 
is that of Hollywood and Television. If 
television is to reflect American living 
habits and interests, it can't avoid — and 
in fact, should seek out — a liaison ; 
with the film capital. And there's no 
reason why we shouldn't live happily 
ever after. j 

By its very nature, Hollywood pro- 
vides material of top-grade entertain- 
ment value that i? good for rating 
points — and what's good for sets-in- 
use is good for television. Ibis, of 
course, brings up the basic problems 
of the all-too-often missing ingredient 
of editorial support. This points to all 
activities on the American scene. It 
seeins to me that television should 
move even closer to this concept. The 
automobile show — with all the cars — 1 
could very well be a television annual 
feature. Television can be the great 1 
exhibition hall of the country. Certainly 
this is promotion, but it's over-all pro- 
motion that builds consumer interest. 
Instead of being around the corner, 
prosperity gets cornered when business 
booms. As a vital force in consumer 
spending — whether it he for cars, or 
soap or movies — tv should pitch in. 

Apart from feeding the continuing 
tapework of interest, editorial support 
for responsible industries always pays 
off in advertising support. The news- 
papers have never lost and often 
gained by their editorial support pages 
which, having passed the test of public 
interest, breed circulation and adver- 
tising schedules. 

Because the basic ingredient in its 
product is entertainment, Hollywood 
seems to get more than its share of 
promotion and support. But who's 
counting? ★ ★ ★ 
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On June 12, nrc will present the special premiere broa 
cast of MONITOR. 



line . . . 

a million dollars 
in the first 
three weeks! 



But monitor has already arrived. In the three weeks sine 
the rate-card was issued, America's alertest advertiser 
and their agencies have rushed to invest more thai 
$1,000,000 in monitor with the first program almost t 
month away. 

For monitor is an unequalled opportunity to reach a hugi 
cumulative audience at prices no national advertiser cai 
afford to pass by. Wherever Americans go, monitor goc: 
with them from 8 a.m. each Saturday until midnight Sun 
day — into living rooms, bedrooms and kitchens; a 
beaches, ball parks and summer camps; along the high 
ways in 29,000,000 family cars. 

Packed with forty hours of the most exciting and enter 
tabling material that the full resources of NBC can provido 
monitor has everything for everyone — new sounds ii 
music, in news, in everyday living— even new sounds ii 



oddities (the nation will hear a worm turn, an oyster 
laugh). MONITOR will take its listeners to the boulevards 
of Paris with Art Buchwald ... an assault on the sound 
barrier with an Air Force jet pilot . . . the uncontrolled 
hilarity in a TV studio as the comedian warms up his 
audience . . . above all, to the raw, pulsing life of the 
unexpected news-break. 

Even now, NBC Radio reaches half the families in the 
United States each weekend. MONITOR will bring in mil- 
lions more, and keep their radios near them. And to take 
your message to these millions, MONITOR offers the most 
flexible plan in broadcasting history. You can buy one- 
minute announcements, 30-second announcements and 
6-second "bill-boards," and you can buy them as you need 
them — on the entire network or on any or all of the 
five NBC-owned stations. 

A special Introductory Dividend Plan gives you an extra 
bonus if you sign up now — value piled on value in the 
precedent-shattering pattern for radio's future-. 



These are some of the sponsors who 
have already put their money in Monitor 

A meriean Motors Nash Division 
Kendall 1'ontiac, Inc. Carter Products 
Douglas Laboratories, Inc. 
Food Fair Snprr Markets, Inc. (Washington, D. C.) 

General Motors Corp., Chevrolet Division 
Gruen Wateh Company 
Mid-Continent Petroleum Corp. 

Philip Morris Inc. 
Radio Corporation of America 
Seaforth! Shulton, Inc. 

Thottias J. Lipton, Inc. Western Union 

EXCITING THINGS ARE HAPPENING ON 



Radio 
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agency profits 



Samuel II. Northcross 



V.p., television director 
William Esty Co., New York 

"An agency shouhln t be in tlie business of producing tv allows or 
films," says Sain Northcross. William Esty Co.'s tv director. 

\ortheross. a North Carolinian without a drawl, is one of those 
former Chapel Hill men now in tv, who didn't set out to fro into 
show business. At one time a country editor, he later worked with 
George Gallup in public, opinion and audience measurement re- 
search for five years. He got into tv in 1949. when he joined Esty. 

"W hen an agency get* into producing it gets invoked in too many 
extraneous things, like real estate, unions. It s all expensive and 
alien to the agency business. This company prides itself on its sta- 
bility, and we don't like to hire lor 13-weck cycles only. Besides," 
he added, "no agency can make money producing shows. ' 

Ilowexer. the matter of supervising show production, stressed 
Northcross. may well be among the most important functions of 
major radio-tv agencies today. William Esty Co.. which is billing at 
the rate of $26 million in tv alone this year, will he the agency 
supen ising The Colgate Comedy Hour after 5 June. 

"The producing company is York Pictures, owned partly by 
Paramount and Martin and Lewis, explained Northcross. "Next 
fall, [he show will he entirely a variety, show. y\ith a continuous 
m.c topical headline acts, to be directly competitive with Sullivan."' 

Will the m.c. be a newspaper personality ? 

"\o. We're fairly well decided on an ac tor, one who s sufficiently 
mature to can*) authority with the people in his business. We're 
also planning to put more stress (and money) on names than on 
production values." 

\niong (he agency's other major tv clients are the K. J. Hey nobis 
Tobacco Co., General Mills and P. Hallantine & Sons. Interesting 
is the changing pattern of cigarette ndy ertising over network tv. 

"1 here's been a tendency for cigarette companies to share spon- 
sorship in order to get more reach. Our relinquishing part of The 
Camel Afin Caravan was the first step in that directum." 

William Esty Co. currently has six network tv shows running for 
the three Hey nobis cigarettes (W instons. Camels, Cavaliers) and 
will ;i<hl two new network properties in the fall. 

\oi theross, who liyes in Connecticut with his wife and two daugh- 
ters, has occasional twinges of nostalgia for the South. "Let's put it 
this way, I just hope my 17-year-old will go to Duke next fall." * * * 
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in Denver 




For the third *consecutive time this year nationally recognized surveys show KLZ-TV as the undisputed leader in 
Denver's four-station market — and by a wide margin! The April ARB credits KLZ-TV with — 

JO of the top IS most-viewed programs in Denver — 

• KLZ-TV hos 7 of the fop 10 multi-weekly • Most total quorter-hour FIRSTS — 
progroms — "Corl Akers' News" heads Doy and night. 

the list with a 18.2 roting of 10:00 p.m. 

• Most half-hour program FIRSTS — 

• Highest roted Weather programs. Doy ond night. 

• Highest roted sports programs. 



In addition — and this ts m'fg-hty important to you 





9 Of THE tOP lO SYNDICATED FILM 
PROGRAMS IN DENVER ARE ON KLZ-TV! 



Here they are: 

1st "Death Valley Days" 35.3-klz-tv 6th "City Detective" 

2nd "Life of Riley" 34.7-klz-tv 7th "Annie Oakley" 

3rd "Studio 57" 33.7-klz-tv 8th "Liberate" 



23.3-KLZ-IV 
23.1-Channel "B" 
22.S— KLZ-TV 



4th "I Led Three Lives" 28.5-klz-tv 9th "Stories of the Century" 22.3-klz-tv 
5th "Mr. District Attorney" 26.9-klz-tv 10th "Victory at Sea" 21.7-klz-tv 



ated film progroms* in Denver average 27,280 

veroge is 12.7; Minneopolis-St. Paul, 22. If 
6; Boston, 25.8; Los Angeles, 18.9; 
evelond, 24.6; and Doyton, 26.7. 

n morkefs with only two stotions. 




The chances are 9 out af 10 that your program, too, will have a 
better viewing audience and do a better selling job on Channel 7! 
Sell the rich Denver market with Denver's television leader. 
Place your national spot program on KLZ-TV. 

Write, wire or phone your Katz man or KLZ-TV sales today! 

'American Research Bureau — fiapfa jfj r anci Anrjj TrSi — i'akmlse Joiitarjr 1955 
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THE UNIMPEACHABLE SOURCE 

Started swearing early 
on a stack of Bibles. 
Tireless source of in- 
formation ever since. In 
Washington today, how- 
ever, listeners turn to 
WTOP Radio as their prime 
source of information. 
And they listen to such 
an extent that WTOP has 
the top-rated network 
and local news programs 
in Washington radio. 
In fact. WTOP is the 
nly station with news 
programs that rank 
consistently in the Top 
Ten! No question that 
WTOP Radio can be your 
most reliable voice in 
1'inhmplon, too. We'll 
gladly Kive you details. 

WTOP RADIO 

ReproBcnted by PI. R. dlo Spot Solos 




(Continued from page 10) 

the more traditional, is way over the heads of the tv audience. 
The appeal it has i> extremely limited and when a story- 
hoard or a film commercial depicts people and things this 
way, I think the average viewer is either confused or re- 
pelled by it. As such, it creates animation which lacks iden- 
tification for the viewer and his problem, something anima- 
tion starts out lacking anyway. This drawing style replaces 
graphic demonstration and elucidation with a kind of satire. 
For this reason I have a feeling it is a technique which tends 
to destroy whatever message it tries to present. 

I recall most vividly one of the first animated commer- 
cials I ever worked on. This took place some six or seven 
years ago and featured a product dispensed in taverns (which 
shall be nameless). The company prexy looked over the 
storyhoards, his first experience if I remember rightly. He 
>eemed to wince as he passed from picture to picture. "That 
bartender,'' he said, pointing to 50*^ of the frames. "Cute 
drawing, isn't it?" I said rather lamely. 

*Tf*s funny." he said. 

I brightened. "Sure is," I said with enthusiasm. 

"Bartenders all over town will think we're making mon- 
keys of diem." he replied. "Can't we make him look nicer?" 

I tried to explain about animation and the fact that it had 
to have an element of caricature or it wouldn't he animation. 
I felt he was stuffy, unintelligent, narrow minded. But Mr. 
President was adamant. 

And he was absolutely right. Just to be faithful to a tech- 
nique. I was stupid enough to take a chance offending, by 
satirizing, the powerful few who dispense the product, . . . 
the very folks who could push competitors' products bv a 
slight nunc of the band. 

As an arch foe of the whimsical and the elever-for-clever- 
ncss'-<ake. I am now considered a tired old man by many of 
my confreres. While the description may be fitting, the 
symptom is not. * * * 



Letters to Hob Shoreman fire* welcomed 

Do you alucxs agree with lite opinions Bob Foreman ex- 
pi esses in "Agency Ad bibs?" Hob and the editors oj sroNSOlt 
would be happy to receive and print comments from readers. 
Address Hob Foreman, c/o SPONSOH. 10 E. 49 St. 
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That cat can't sing a note . 



I happen to know" 



Stunts like this are good 
medicine for any show. 
They make a hit with TV 
audiences . . . particularly 
with the people in the 
know. (The dog is a 
ventriloquist.*) They create; 
conversation . . . they attract 
customers. And they're 
easy, inexpensive to 
produce . . . when you 
| USE EASTMAN FILM. 

" If you haven't heard story 
No. 662 about "the dog that, was 
a ventriloquist," drop us a 
post card, 




L 



Your first sales message, too, will 

make an impression . . . but constant 
repetition will wear away resistance. 
To accelerate the action . , . 

start with a Storer Station. 





V ■ 




STORER BROADCASTING COMPANY 

NATIONAL SALES HEADQUARTERS: 
TOM HARKER, National Sales Director t 118 E. 57th St., New York 22, ELdorado 5-7690 

BOB WOOD, Midwest National Sales Mgr. i 230 N. Michigan Ave., Chicago 1, FRanklin 2-6498 
GAYLE V. GRUBB, Pac Coast Nafl Sales Mgr. * 111 Sutter Bldg., San Francisco 4, Calif., WEst 1-2093 




100 major advertisers 
are now using 



Spanish-Language radio... 




Over 100 national and major re- 
gional advertisers use Spanish- 
language radio to sell the Mexi- 
can-Americans concentrated in 
the Southwestern United States. 
Among these Uest Foods, Carna- 
tion, Cocomalt, General Foods, 
General Mills, Maine Sardines 
and others use the facilities of the 
Tl.XAS SPANISH LANGUAGE 
NETWORK. 

The stations of the TSLN are all 
key full time Spanish stations in 
their area and offer advertisers a 
combined coverage of over 
1,000,000 Spanish-speaking 
listeners. 



TEXAS SPANISH 
LANGUAGE NETWORK 

KIWW XEO-XEOR XEJ 

San Antumo Rio (irandc El Paso 
V alley 
B»pr»if nUd nationally by 

NATIONAL TIMES SAIES 

New Yor! ' Chicago 

HARLAN G. OAKES & ASSOC. 

L'i Anr/ilm • San Francisco 




{Continued from page 32) 



About the time we were scrambling around London, Paris, 
Rome, Bru>sel>. Rheim-, Berlin, Frankfurt, Wiesbaden and 
many points north, east, south and we>t, tv was still just some- 
thing a bunch of enterpri.-ing gents were trying to get off the 
ground. Radio had done and was doing a big. important job 
and piling up vast annual billings. Gleason was working 
around clubs, as was Berle, and Lueille Ball was making a 
picture now and then, opposite guys like Diek Powell. No- 
body had ever heard of Paddy Chayefsky or Rod Selling, and 
Disney was happily minding his own theatrical motion pic- 
ture business. 

Maybe a week or so before we arrived in London the first 
atom bomb had been dropped on Hiroshima, and I'm sure 
nobody had any idea that Ralph Edwards would build a show 
on the grisly event a decade later. And Gen. Eisenhower was 
telling us at a session at his headquarters in Frankfurt that 
one of the biggest difficulties with the Russians was that, 
notwithstanding utilization of the finest interpreters avail- 
able, the Russians still were often eonfused by what we were 
trying to say. 

Ike told of a situation wherein it was proposed by the 
Americans that certain staging areas for our troops be set up 
in a sector of Berlin. Zhukov objected strenuously to this, 
and Ike got nowhere until he discovered that the Russian 
interpreter had given Zhukov the idea our troops wanted to 
put on theatrical presentations. The Russian idea was that 
we were planning propaganda entertainment. Just a mis- 
interpretation of the word "staging."' 

British Broadcasting Corp. gents shuddered, 10 years ago, 
every time any of us mentioned commercial radio. And the 
French national network, Radio Diffusion Franca is, was oper- 
ating in a manner which caused us to refer to it as Radio 
Confusion Franca is. We didn't realize it at the time, but the 
network was merely reflecting the general state of confusion 
in the nation — a condition which, lamentably, hasn't im- 
proved any since. 

We were all at a party in the home of British produeer 
Jack llylton in London the night the Japanese surrendered, 
and as everywhere else in the world, there was much rejoic- 
ing. Then* was much talk about the bright new era into which 
we were >urc to be heading. I guess it hasn't turned out to be 
that bright, but like 1 said in the beginning, we're all still 
here, and it could be a lot darker. *** 
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WAVE 



you don't buy the hen — 

YOU BUY THE EGGS! 



In Kentucky it pays to put all your eggs in one basket — in WAVE, the 
station that gives you exactly what you need, and at the right cost. 

KENTUCKY'S MOST IMPORTANT MARKET 

WAVE's 59% BMB daytime area is almost a perfect duplication of the 
Louisville Trading Area, which accounts for 42.5% °f Kentucky's 
Net Effective Buying Income/ 

BIG-LEAGUE PROGRAMMING — HIGH LISTENERSHIP 
WAVE is the only NBC station between Cincinnati and the 
Mississippi River. Local programming is top-notch, too — we employ 
62 people on radio alone, 44 of them solely for on-the-air activities. 

Don't buy the hen — buy the eggs. NBC Spot Sales 
has the figures. 



WAVE 
LOUISVILLE 






5000 WATTS 
NBC AFFILIATE 



|NB*ClSPOT SALES 

National Representatives 





for low cost — area coverage 
you can get on top of 
3 MAJOR MARKETS in 5 STATES 
with . . . 



W M G T C H A NN E L 1 9 



ON TOP OF MT. GREYLOCK, MASSACHUSETTS 



3700 FEET ABOVE SEA LEVEL 



Hue is ;i st;iiion lor the buyer who hns to 
s l i e l ( It his I V dollai to tltc utmost and yet 
f4<-l solid <o\ciagc. WMCiT is on top of lanious 
Mt. (.ie\Io(k .'?,7()0 lect above sea level. 
I \ci\whcic \ou look you sec people — '555,720 
I V lauiilies with money to spend! Albany 
Hid the Hudson Vallcv, I'.eikshire Hills and 



Springfield and the Conncclicut \'alley arc all 
effectively covered by the high and mighty 
WMGT transmitter. No other station can cover 
these 3 MAJOR markets in 5 states at such a 
low cost. Alert advertisers arc discovering 
WMGT is die key link in their national mer- 
chandising plans. 



TOP TRANSMITTING SITE GIVES TOP AREA COVERAGE 



GREYLOCK BROADCASTING CO. 

8 Bank Row . Pittsfield, Massachusetts 

Represented by THE WALKER COMPANY 




Want to know more? 

WRITE TODAY FOR MARKET DATA FOLDER 



AFFILIATED WITH A.B.C. and DuMont TV NETWORKS 
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Caveat temporis 
emptor 



Let the Time-doye. 
Jj«wsri 



Nighttime 30 May 1955 
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CnlfOU. Kilj. tll« « W f Il3lf.ll .—n W 
0-fl.BO pm: M. VV, F 8-3:30 pm: Bii— NfiC, 
■■ : NUC. Tu fl-.H-eTpm: NBC. U-F 



0:3011 pm: 



C V Fd 



, Ilautk 



I flkf , 

1 Bin. ' 



i.is a i 



. ... II 10:13-30 t 
Vlir* VV 5ilo.6 pm 
nr run F 10 tl 11 ■ 
■ CBS, W 3- 1:11 pm; 



Coca Prodi., C. U ill 

10-30-13 .,o 
Nllim CurMI, l.udfln: CUA, TV «:IS-30 pra> 

to lOJIO urn 
DirBi lilt.. M.l'aui. KrU'i-.m: tllC. W 1:30 
DtSsll Milar HWil MIC, Th ■-•3" pi 
DM* Cut, IU<k* A (Italil! ABC Sun fl-JO-B 
O*dpo. Urim . ARC. Tu O 0 HU, Hun 10- I* .10 

Ot»*ia, Ony. CUtt, F M is im 

Dali Silri \y t r CH-*. K Ml J pin 
Dtr» Cltiroleal, MipM»A\: NltC .( 0-» 30 tin 
OuMonl Labt., dlwl i 1)TN, W M "JO pm 
Ou'-PtAL UBt'U ABC, TV I JO- * pm 



Eoitmin.Kodik. JWT- NBC, W 8-8.30 orn 
Elattrlo Co*.. Ayrr C'ua. tit Bun 0:30-1 pm 
Elpli. YAH Altt. oil T g-30.10 30 Pit 
Emtrion Dni|. UN; DTN, alt V la la 39 pm 
Ei«ultlt» Form. Oroy; ARC. ill Tu 10:30- Il pm 
Foltlt lor Today. Rorthlll- ABC. Bon 11-80 1 P(n 
FolitoB, DFfi: CBS, 8n 2 * SO pm 
Flnitmi, MuririDj A Jmn. ABC, W 0 30-0 Pm 
Ford, J\\T: NUC. Th o.SO-10 pro: K*E: t» «b 

St »-9 iO pm 
Fra.liy Corf,. FCAR-. NBC. Sun T I:30 pm 
R, T, Frinrh, J»T: NBC, W «. 30.(1 pm 
Gonsrol Oynamlri. Morny, tlumm A Julnituno 

,\UC 3.3U-J pm 
Qenrral Elittrli. BtlDn- CBf Hn » 0 3" Th 

1 45. ■ pm, NBC, all V 0 'JO ID i CltM, ill 

W It'tl pm 
OincrU Foodi. TAR : CBf , F OIO'IO pm: 31 

• 9010 cm; SKC. Hun 0:39-1 |im; CUB. M-F 

1- 1 US pm: NBC, Tu B-B nm) CBB. \V B'30- 

<t pm: GAB: CBB. P B l:30 pm 
Ctiorol MHIa, DtHi ABC. Tli 1:30-11 pm: CltS 

3M 11-30 pm: A K-n: CB3. M. W, V II- 

13 13 pm; DBDO; CR3. W. F. S-*;I3 pm; 

31, W. F 01S-« pm; W. F 213-30 pmi T-L; 

C11S. Sit ll'SO-liu; NT1C, !' 1« 13-30 Ofn; 

C!l». Tu 0 *30 pm: Th in 30 It pi* 
Control Moioro. F Hold tin. fcaB: CBS, Tu. Th, 

10 30-4-1 id; ill w S*30 » t>u; Ponllat, lie- 

J*a: NBC, P B-B.30 pm 
liH-brr Prodi., D'Arry NBO, Tli ltt:18-30 am; 

CHS, til F 3 30- 11 pm 
Glllottf, II. la. NBC F 10 pm In ranrl 
B, f. Ooodrlrh, UBDD : CBB. oil U B.R.fiO pm 



Nighttime 3 0 May 195 5 

FRIDAY | SATURDAY 



Lomotil Phara.. UP: ABC, 
Lotto 1 Fink. LAN: AUC. F 
Sun B t 10 pm 



■ 30 t 



DTN F 10 10 30 pm 
L..rr Bio,, ,Mo-E; CBS, M, W 11-11:13 01 
t '30' a pm: NBC. vr 10:30- 11 P<=: 
CBS, 31, W, F I:30.«6 pmi JV,T\ 
Tb 10-11 pro 
ttlbby, TWT: DTN, Th 3-1 It pm 




Ce*i Tlmi 

lEddli Flrhor) 
Cwi Coti Co 



- Wm 



tdocumiour*! 



MrlAA 



DfKntt 
IMIt ^Mjor, 



113 NT 

Yw.T 



Lui VI dm 

Larer Broc. 
SOHy 

10 11 



Uolon Tutld 
WlBO 
1 1 3 NT L 

W.lii 4 

Gillrr SI2.504 


Bihlltt Plat. 
Unit of Stan 
Sthllu Bimmr 
0TWT F 

LAN HB.OOO 


N Vmi° ik 


Blp Blory 

nil nil! 
BSCB flw bill 
Simnnli Co 

»isT mt up 

SSCO 119,000 

bbdo"'" 

CK' rnilnr ippl 
BIILr U 
ViR 330.000 


null, nil Ml n, 
hljdrorr Irni r.N 

V4(l I7S.00O 


Tlii VIM 
Surlllif Lirui 
00NT F 

0F3 IU.0OO 




Thl Llntup 
Pr«tfr A Gambia 

V»fl ,IK*1 

Brown A ttnin: 

1 KUy ill *k 1. 
Bold I170O0 


Oanto x • Ctroaltadi of LkH 
Lltittntl Dmilia 8.1011 

JskSs' >"™" 4 

h "ilfvl"" t, Mnxon 340,000 



SSCB ' 112.000 



la* • ot th* 

* the Klsht 



Tialiht 

IBIOIO ANln I 
11 JO pm- 1 uo 



TMllhl 
iSlora Alton) 
lldO pm- 1 am^ 

'"wTooiJis'ioo 




J, C^!ni>n 0 |Irrl , " n 
S'rrllo nr.r,r a 
Bryan Houiton 
Prhl'i g. K ihirr 
KAE 

1 M vt L 
L Pm- tWtm. 
KM 
Complon 

1I1NY L 
171. OOfl 


No afiuort' 
pro( rimlnf 


T*a tar Ihi 

P Urrlllird- 
, olit fold rlf> 

IS INT Ii 
f, LAN 121,000 


prof run ine 

j 

l 


My Firorllo 
Huihond 
■^rriir A nanjBli 

1 roiii u 

j TAR (10,000 



\»'arncr- Hudnul 



HarU Mia., nanmao N"BC, San 13!- 13 :l S pm 

H, j. Nelni, siomn; DTN, t« aao-o pu; nbc. 

Son S:30 B pm 
Hiloolnl, lac. Moion: ABC, ill F B-3 30 nm 
U»U H»t, DPS MIC. ^il BD30 l>m 
Int'l Nirviilor. Iturnoli: CBS, ill T B'30'0 On 
Inl'l Shn, Bontl. Burn A MrPonolrJ. SBC, all 

F J'lS'B pm: D'Arcy; NBC, T 10:1 1- 30 am 
■ nil Sllorr. TAB: CBS. Sit 0-flO-IO pm 
lirgtni Bohl « Orf .VTIC. M F I lJ-3 n pm 
lohm-Minnin*. JnT: NBC. ill Sun 1-3:30 pm 
lohmon 4 Johnitn. YAtt NBti. f»i B.IQ.IO Mm 
3. C. Jilinion. NTJ.B: NUC, lit 3' 0-30-IO 30 pm: 

(BIS, Hi 2.IJ.30 |'tn; all Tu O'ilU 10 inn 
Killopp, Burnril CtiA. Tu, Th i 30' IG piu; 

Tu, Tb 10:41. II nn 
Kaomark Mi a . \loeul ABC. " 
KrfK Foodi. im. NBC, W 



Bit ]t:30. 
3:30 pm 



M. W. F I 43 B 
,- ABC. W 1.30-0 pa 
ntolo-Hirmry. K4E: CBS. Sun 1-0 pm 
i>«u 1. Ltolifi. TAB CBrt. M 130-0 Pm 

LwlllarJ, TAR: CBS. Bun 10- 10 '30 Bni 
idon o. In... J. U. «o.h«- NBC. P siSO .i pm 
itlond. Andcrion A Cslmi. CBS.Th 10-10 IS»m 
onnon Co., MrCinn-EIHlmm. KmJjin * 
haidl 1 ABC. W 10 pbi to conn 

I i.i Lob*. »'*joi cbs. T« io- m i* J-S'ia 

In^Mlnlng. tlBHO: COB, St. W 'V5'E ,[u 
ornn Oarld, Wclit A Oollcr ' ABC, F 0 0 30 pm 
Monir-lir. Uidrln. riln, Sa« ilf'3 0 ' J* na ' >, . 
illlp Morrla. Blmr. Itrlrn A Totfo: CBS. M 0- 
; ill Th t(M0 JO^r"- 

_ iTl'j. . 
CBS. fal I'M 1 
NMtli, Bryan H^u.lun: CH3, Bal S-1 pm 
Norwich Pha/m , H.\ H OUst. fun II -Jl 13 
Noiiema. SSCB- CBS. T II 

Sll 10-10-30 pm 
Oldimohtla. Uwwi. NBC. llh Si 
PicltH Mill*. JUT- CRs, m St 
Pan. Am. Alrwaya. PUT NUC, itl 
Poptl-Colo Co., BBAT: AttC, 3u 
Pot Milk. Oordnai CBS. alt 1 

NBC, S|l 10-10:30 — 
Pharmatiullcali. In'.. I 



S I 0 30 am 
.D-f>:lS am 
ti Pun 0- 0 so pm 
un I 30- a pm 

Tu 0.30-lu pm, 

CBS. F T 30 46 



Phllcaf BuUhtr 



NBC. 



1 Son t-1* I 



Plymouth. Ayor NBC. 3 nt 4 II. or W • 43-B 
Poad'i E>tr«», JWT: ARC Til 0 10-10 30 po 
Pfortir 4 Oambla. D-F-3. HAB. Bl«. flrlra 
TOOT. ComOWo: "^"^V.Vi 
3 pm; * 30 1 pa: pm; " 0 «O * 



lik.i A TllJon: CBS, Sup 1130-1 pm 
Quality la-alirn. Oiny; ABC. oil Tu 10'JO-ll pm 
Rolitoi-Purlaa. Culld. Baacon A BooBfll: ABC 



Rrvlon, Bit HO. 



.3- 10 JO p_ 

.. Kin cua i 



; NttC, 



. T, Th, 



t Suit 10 10-11 
■It T 10 10:30 
tn nm- F ' "O- 

r is-B i 



g in t 



I Tb, It 30- \ I 
RryaiUli Maud, f-cfli NBC. Son I.S0 I pi 
Rrxoftild Pko., O.BAB' ABC. 3un T-> 30 t 

Srhlth, IE At " CI'S S»| I l'» f 01 
KthliU Bir^m, LAN CB» F * » 3» na, 
Sr=lt Pop<r, JUT NUC, W IM 0 p « 
Sirulon Ufl.. tumrd htriln 1>T.\, P 0 0 30 

HTN. Sun 0:30 10 pm 
.Shootfor Pan, fir*OJ' AltC. W P'30-10 piq 
Simmon*. YAH' ABC. W 1:80-10 pm 



Slnanlt Co., BSCO NBC. ill f i-OJM P«n; 

W 3 30-41 pm 
Stngir Soiling, CBS, Th 0:30-10 Qi 

S O.S . 3liCann Erlckr^A: CBS. oil V S 30 II 

NUC. Si' 0 0 39 cm 
Saiidol. SSCB: NBC. M B-B 30 Pm 
$Uliy Mlg., RAH CBS, oil M 10.10 30 ■ 
SUfldard Bruidi, Rim NBC. M 330 * pm 
Stale firm. Nl^li N!1U. F 10 11-11 pm 
Sludibajor- Packard. BAB . ABC, U l-n'30 
Sunbiom. Putin I'aai* ' NllC, (iun 1 30-B pn 
S.IJlion, Talhom- Laird' CB?. Th I 30 tl p 
S»i*l* Ca . Muaalli a Klren' NBC. 10 



When today 1 ! Horatio grobi his Hooper or Plotoruus pergiei 
hii Pulie he'i abviouily looking for facts , , . ond when he itudtei 
either of thoie studiei (ARB tool he'i going to rediscover whot 
he already knowi; i.e.. there'i no itotian like WTRf-TV in the 
Wheeling-Sleobenville Two Billion Dollar Market. By every 
occepted stondord of meoioremenl WTRF-TV dominotei by o 
wide morgin r indicating that the 397 r 000 families in the 
WTRF-TV coverage orea. owning 304.778 television receivers 
prefer this unuiuolly popular r watchobte station. The upper Ohio 
Valley r known as "the rich Ruhr Valley of America", covered 
by WTRF-TV. is continuing to attract major induitry becauie of 
its abundance of natural reiourcei and fuel and a plentiful 
lupply of manpower, So. when making up a schedule, or odding 
to one. don't be carried away by magnified coveroge figures; 
get the facti; chec^ the roflngs; find out who's viewing whol. 
When yau da you will reoliie WTRF-TV it dominating an 
important market — worth your coniideratton, 
A phone call will couie ony Hollingbery man to grob his togo 
and laurel crown and come a-running to your office to ihow 
you the lafeit Hooper. Telepulie. ARB figure!, or the NBC 
schedule. If yau insist an the facts aired from the inner ionctum ; 
call Wheeling 1177 and let Caeiar Bob Ferguson tell yau haw 
"Omnia Gallia eii di'viia en tres partes" and haw WTRF-TVs 
part is better thon 2 to 1 of fHe tuned in audience between 
naon ond midnight, 
Pax Vabiscurrt. 



3yi 



H. J\VT: CBS. TO. 
II .-BO in: UcE: I 
Rai r 30-8 pin 

mia. HVT. CU9. 



-+ 



Tlda water, Durnu nui, ... . • 

Ton) Co., WAO: CBS. W *->'« Pm: T. JTh I 
1IB im; T 330- IS pm; BBmill 1 CB3. .. 
Tb IMriB pm: NBC. BuB T-1 30 pm; Sol, 
J-JO-» pm: TL- NBC. U UO-il pm 
US. Stoat. Il|tl»l* Cflt". *'t W 10 II biu 
Valddor Co.. TL CBS. all Bol It 30- 1 In; W 

Wilr'hGtoai !u°in, DCU8 NBC. all F 14i « P» 
Waraoa Oil, Flmaratd NllC. W, P 41 16 pm 
WiitlnohiuM. altCatui.Ftlrkr™' CBB, M 10-11 pd> 
Virlglry, KaB. CBB. Sal M 30 pm 
Tirdtcy, Ayif CBB, F I0.S0 IS otn 



TBI 



T30-B pm 
ABC, 1 '". W, T £:HJ».0J 



WTRF-TV, 



CHANNEL 7 316,000 WATTS 
WHEELING, WEST VIRGINIA 



The service with the most subscribers" 
LARGEST SAMPLING OUTSIDE U. S. CENSUS 

1,800,000 FAMILIES 

being interviewed this yeorj 

No other service opprooches Pulse 
for somple size ond accuracy 

• — #1 in the industry 



1 Accurote bei-miM' samplf** nro Big Piiougli to nieasurp 
smallpst aiirlipncps; no embarrassing inflation of big shows, 
pither. True sizr> ! 

% Accurate —because probability-type pimple, closely cotm 
trolled, is expertly adminislcred. 

3 Accurate — bemuse refusal rate is negligible in comparison 
with turn-downs on diary ehorc or machine installation 
tinkering, 

4 Accurote -because total sample is used, the whole response, 
so superior to diaries' 50-J0H- returns. 

5 Accurote— becaiKP "editing" is nil! No tapes with 10% 
spoilage. No diaries, with iO-20% nf those rtcrivrd itvu.sabh. 

i«S Accurate — heroine no "mathematical adjustment" or "quaV 
ity control" needed, as with machines and diarifs, in combina- 
tion or -singly. 

*P Accurote — because response is natural, not conditioned by' 
diary, machine. Xo artificial forewarnings, no^clf-consciousnes^. 

8 Accurote -because ri'spnnse volnntaj;y'f liiJt' iyfjueliced' by 
prizes, money, or free set service. 

9 Accurate because maximum statistical error range is negli- 
gible, only 3 10 to of 1% in TV daytime an(j nighttime 

shows. 

1 0 Accurate — because technology perferted since 1941, has made 
Pulse the #1 standard by \vjrieh must transactions in radio and 
television are guided. 

This month throughout the U.S., 150,000 homes are 
being interviewed for next month's "U.S. Pulse TV" 





URBAN COVERAGE 



PULSE, /nr., 75 West 46th St., AV«> York 36 
Telephone: Judson 6-3316 



Daytime 3 0 May 195 5 



TV COMPARAGRAPH OF NETWORK PROGRAMS 



SUNDAY 



MONDAY 



TUESDAY 



I 

°™t 



No llFtnntk 
.flmtiemlnii 


Limp Unit 
My F*it 

NSi ^ 


No network 
proirimln* 


Win mini' 


vDroiriruIn, 


Brlilel-Sityeri 
OCSS 10- 10 :1G 

9\t\'i »ff#: K4fl 
OBN T ill m L 
U hr 1J.0JS 
Arthur Gudirev 
linn A- BUck 
Lob Burnett 

m 10.30- 1ft 
Hr]ili-My«,Y4 H 

ro.it 1O40-11 
50V«r L 
iliEul ii III 13703 


No neinork 
■ II nk 


SihMi 
PAIl: BB4T 

fM m 10.I9-3U 
6fiOi L 
■4 hr 170 
=4 or II1M 


No< noiHork 


Cury Motri 
.illln Ubi 
wWi Ad> 

iu 10-111:11 
Ktlloct" Ournelt 

iu 10:10-00 
Sn-IONT L 

S hr lino 


l«*,U* 
ud Lin 

ft t% 


Way «i Ihs World 
iixy m-r L 

V&R 

Shrllnh Grihin 
HJ m-f LA? 


Oil- trlsldilro 
■u.l B IOJD.iO 

FC&B 03 ilm 

Eillofi. Bullitt 

lu.Ui 10.4E>-lt 
08?ir L 
■ Imul 1 br I370S 


No Minor k 
nmirimlnf 


No nttwot'k 


No ml work 


No D*twork.L 


prperimlni 
m-I 


G*dfny [cont'd] 

11-liTiO 
MtCRnn-Crlrkurn 
1-llliHrv *H1ll 
m ih U-.IO-tO 
Burn«tt 01 imt 


No nolHork 


w-l °U*1* 
VINT LA r 
IVVooicn-i itr.irw 

pi r 1 1 (- iDOTiion. 
rkero irr clcii 
1-mln commri- 
tlili Mt^Jmil 

Um| l '* l UI ' lltH 
ruHucr Hit] 


No titMwnrk 
limirimlUE 


Godrriy leool'dl 
Tool Oo 
Ui.Ui 11-11:10 

Wilu 4 Qillv 
PtlUbun UlUi 
id III 11 :J6 JU 

Li* Burmrt 


Strlki It mm 
Colnio: nhriit; 
•*[, inner tudi. 
pulnjoliti. rib. 
•Ju 

TBNT L 
Erty 111.000 


-Strlk* II Rlih 
Etty 


No QltWOtfc 

protricnLni 


Wlnigr^OIr* *$ 


No ,n*t«ork 
prorrtmlnf 


C*.gL H*rt3 4 

HI* P*ts 
H«r« Uu Prod* 
UCb. L 

H>mu not 

No noiirot* 
pnjgnminx 


No nit work 
Profiimlnt 


Vfllint Lady 

Oen Mli: blmM, 
MVT m.n.f L 

otu uu no.oo: 


No on work 


T, F l !S , Bn^ f! " 
Gy u-r L 


No nvtitork 
DroirtnilDf 


Vdlul Lady 
Tool Vo 
IBNT lu.Ui L 


Lni *f Life 

An... H„nir Pr 
117NT ».r L 
BB4T |U00 


L*vi tl Lit! 
BB4T '** IM " 


Fillh ttr toll* 
Filth ^ Todu. 

J1NT L 
R*tkhlll 1 IOO0 


;«inl Ctrnlnl 
(juikir Otu Co: 
rUtTni wh*tt. Dm 
BSAUutUo 

ci it. m l 

Wh*rry. Bkktr 
4 Ttldtf J MOO 


Snrrn tor Tom'w 

b'bVt b tajoo 


Fitttiir Y«r 
Httl 
(null. Dud 
Collyorl 
Ctoliili-PiiDiellii 
10. VT m-r L 
lil d 11 -J0-4B 

Eitj is/mx 


Utuch lot TUM'H 
BB4T"** tn ° 0> 


Guiding Lisnl 

B5NT '"m-'t "l 
Con pi 1 10.000 


^Culdlng Lltht 

C«fll*l*K 




No neiuork 
prRinmlni; 


"fete 


No nelHork 


Lass 


Thi Inner Firms 

R*n f-.i. r fi pel ■ 
vifl n 0.000 


tm n.iAOrt 


Nf nilnork 




Thi Innir 
Qeai r*di 

'V4« m 


mtrt m-r l 

Comnlun It5o0 


R«*3 *f Life 

m-r liro monl 
C->m*(*n 


Itol in'ow'' 

Hani m-I. l 

OF3 ll 0.000 


Trunin 

l'AO B'bTI. 

DFB '"' a0nl 


N* SI (WOT* 

,j(rofT»i»1nf 


NO" netwbr'lT 
profrunlEi 


NO '»tl«Dttl 


No nolnork 
procrimlnf 




Rohirt Q. Li.li 

"NT r 


Nu jielAiSl 
l.n-^rimlri' 


NS ptKfod 


No oilitork 


R*«'rt Q Llwl* 
Mllci: *1kl-l>1tir 
Widi 3-t-15 
Balmi Cunli 
1 t:lS-30 
Eu-li Ludptn 
T2Nf L 
y hr I3»0 


Youth Wutt 
to Kntr. 
(Jen LDnirnla 
,'itfub L 
Hcrey. Humm 4 
oh oil oni 


Arl Llnhlrll.r 
fj-trr in.r 

BBOO (ftp brll 

PIII'tHIT Mill! 

Slffy m-ih L 
LB Vinr *10nu 


Art Llnklrtler 
Rfllmi- ill pr 
0JHJ l 
LB lu.lh 1 SO- 10- 
Plllihury MIMi 
L.B *hr I40OO 




Drofrimlnf 



C41IM* fr*u 
Wuh 



Ftrl thi Nlllcn 




• II Pit*" 

rhlnrnrihtll III. 
Ml r.ihmr hnr 
MNT m-ir | l 



Boh r>«iby 

s^n is iui 

n-ruril Mltli 
Lilly m.*,f I 



BrlOhtH- Ou 
PftO 
(flNT m-t L 

y*r m ap 

Tho Sunt Slum 
Am Ftnmi ProJi: 
i lo ST m-r 1. 

BBAT 110.000 

On Y*nr Acrnmi 

IW|n F.lllhlil 
P*Q- I Mo. I.rrlt 
1S5NY m-r U 



Conitrnlng 
Mlit Mirlni 
l-Afl: lldi 
T0NT 



Be* CrMby 

<ani i so. is i 



10500 

Fill! 



Flirt 

Jerftni 
IBPtillt 



» ' 0.000 prolnmlnl 



M*dirn Romtncn 

?Olf ll*-PllDOl1tl 

lOOKt id lit d L 
HiutliD 111.000 



Am*r Tin 
BOAT 




LB Shr 1U00 

Dun cud Oo 
•II nk 

OJNY L 

1:30-0 r 

HlikJ <. V, hr 



H- muk Hill 

H*11 Bra: bill- 

.nftrti mrd* 
«Hj L 
fCi B 124.000 



C*»t. Gllliot *t 
Fcnlon Lillu 

Hrlm Fooiii 
86NT .II T 
Mum 




Bimdird Rruidi 
roll! PudJuiSi 

tikt" «8L 
■ItM Ubi 1 1 (OO 




Slmi 4 Li] ISB0O 



Futhtr Y*ur 
Nift 
ColfiK-Pilmoll'i 



On Ywir Artounl 

IW| n EIHoitl 
P*n- I Mo. proll 



Fill! 

f t. 

1TJ3SD0 



Dolt no-Pilmollto 
Brytn H*urti( 



W. lh 830- 40 
Colint: tibpii 
ILKY S-4B.C tflf, 
Batii <ibr %\mK 



WEDN EfDA Y 



}01nt Oont Befil 
Mmhntin Soig 
SB4 W 

Lth 10-I0 :li 
Colfiia: Bitee 
VS.O: BB4T 
in IS- Uhr J745 
I ;JC ■ 1r SI 160 




Gtrry M*ori 

etlmonlt Co 

« 1 0-10 10 io> 
But Fdi: OFB 

it 10:11-30 
0S-70NT L 
■h hr UO30 
Arthur Gadlny 
Corn Prod*. Miller 

» 10:30 -48 
Brlil LMyn.Y4R 



10:; 



ll 



0*d1ny (wni'dl 
L*ior: ptpiodeni 

id.k 11-11:10 

WrC im-Erln nn 
Plllibun Willi 
iii-lli 11 IS 30 

Lio Burnott 



BB4T 



Complin 

The Inner 
ll»i I 
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. . . by cable car or tractor 

L |> California Slice! lo the cre»l of fabulous Nob Hill, from there lo ihc bonn- 
l i f it 1 soil close al hand, a land ricb in all tbc ingredients, of trade lias produced 
ibe West's most soundly prosperous metropolitan area, with a per-hou*ehold 
spendable income of S6.2S2.00 . . . one of ibe nation's highest. 

Rieh land, this San Francisco market. Here 1,700,000 people ow ning 1,100,000 
television sets (80fo saturation) demand and can afford the belter things. 




No Northern California campaign is 
truly complete without , . . 




WESTINGHOUSE BROADCASTING COMPANY, INC. 
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SAN FRANCISCO, CALIFORNIA 
Affiliated uitb CBS Television Setuori 
Represented by the Ktitz Agency 




WBZWBZA • WBZTV, notion 
KYW • WPTZ. PhiMttjihij 
K0KA • K0KA TV. Pittsburgh 
W0W0. fait Wayut 
KEX. I'arll.m.t 

Rtjirestltttit by /V« & Pettrt, Inc. 
KPIX, S^it Fiiwrisco 
Reprtsevftit by Thl Kttt: Agency 



30 MAY 1955 



8'. 



THE PCrC STORY 

( unta tad from page 30) 

Spul's job: The impracticably of ap- 
I Kih r riiiiil formula*. P&G spokesmen 
I unit nut. obvious from the simple 
fa< t that 20 brands are currently using 
>avs A. V Halverstadt, manager 
of llir ad\ erli.-ing production division: 
"Our brands vary from foods, to tooth- 
pa-tf to home permanent?, as well as 
-oap-. Within these groups there are 
narked iiuli\ idual brand differences. 
>ome of our brands appeal basically to 
the housewife, others to additional 
grou|» Midi as working women and 
-ingle girl--, some have an appeal for 
men. too. Furthermore, we use spot 
in several ways, not one." 

IlaluT-tadt defines the main job of 
spot for P&G as follows: "We employ 
-pot primarily to build a new product 
until its distribution is national, at 
which time the national media of net- 
work television and radio take over the 
main burden." 

Hut spot is also used by P&G, adds 
HaKerstadl ( 1 ) to supplement network 
coverage; (2) to substitute for net- 
work coverage where net shows are 
dropped or are unavailable in specific 
market.-; (3) to slug bard temporarily 
in -elected markets; (1) to spread 
news of a product change. 

Sometimes spot carries the ball 
alone; Lava Soap, for example, has no 
network outlets at all, but is riding a 
substantial spot budget. In March, it 
carried schedules on 49 stations. Last 
year it spent an estimated $718,373 on 
spot tv. according to X. C. Korabaugh, 
whose specific dollar figures for P&G 
brands are appearing here in print for 
the fir.-t time. Station schedules for 
I931-.) are taken from the Rorabaugh 
Report on Spot Television Advertising. 
Although this article deals primarily 
with I'&f »'s spot television, which takes 
an estimated ?,(/'( of the company's 
spot budget, it should be borne in 
mind that the same ba-ic thinking is 
applied to spot ladio; in radio P&G 
is after the same high coverage at low 
cost it seeks in tv. 

The standard P&G product-building 
approach is divided into five stages: 

' • Prod lift development, period. The 
tri'k is to come up with a product 
feature that can be promoted as offer- 
ing something superior to vour com- 
petitors' products. "This simply re- 
flects the hard fact." a P&C marketing 
man told sponsor, "that unless you 



have a point of superiority which ap- 
peals to the public, it is going to be 
mightv hard for you to carve out a 
position in an established market, or 
to build a business with any reasonable 
expenditure of funds." If necessary, 
the labs will work for a decade to get 
the product right for market. The case 
of Gleeni is instructive. Reports the 
marketing man: "We preferred to wait 
for 10 years till we had the right prod- 
uct rather than enter a difficult market 
without a distinctive toothpaste." P&G 
bad learned a sad lesson with a liquid 
dentifrice. Teel, developed just prior 
to the Second World War; it never 
quite got off the ground. 

So important are special product 
features to advertising that the ad boys 
will sometimes go to the labs with re- 
quests to try to develop one or two that 
would make sensational copy. 

2. Consumer testing: After the lab 
men feel that the job is close to com- 
pletion, the consumer testing begins 
in earnest, aimed at finding out how 
homemakers in particular feel about 
the product- — in the case of Gleem, 
color of paste and tube, flavor, foam- 
ing action. The "blind test'" poses the 
P&G product against a competitor's 
without labels; the consumer is asked 
to use both and to report preferences 
at a later date. Perhaps a million inter- 
views are conducted yearly. A com- 
pany spokesman estimates that P&G 
itself conducts about 400,000 research 
interviews, of varying kinds, per year, 
and purchases about 600,000 more 
through outside firms. 

Results are fed back to the labs and 
the advertising and marketing people. 
At this time, an advertising agency is 
brought in to work with the ad depart- 
ment in the development of marketing 
plans, including projection of volume, 
needed ad expenditures, copy ap- 
proaches, couponing and other promo- 
tional plans. 

The test markets: Once the over- 
all promotional program is agreed on, 
it is carefully tested in a few markets. 
"The blind test is all very well," says 
a l'&G man, "but you can still fall flat 
on your face, as has happened." lie 
pointed specifically to Wandra, and 
Velvet, P&G beauty products that 
passed the blind test stage, but failed 
in market tests. The test market stage 
offers certain important advantages, 
says P&G: 

• Von have a chance to iron out 
any product bugs while your manufac- 
turing and distribution are still very 



small scale; 

• You can test ad appeals; 

• You can find out once and for 
all whether you really can do the ex- 
pected volume job against the hard 
reality of competition. 

P&G will use whatever local media 
will best fit its needs, but generally 
tends to favor the air media. Spot 
frequency varies according to esti- 
mated volume. A toothpaste has a 
larger potential market than a hand 
soap with a strong, but limited appeal 
for men, like Lava. Since the ad bud- 
get is figured on the basis of a "case 
rate," the larger volume item will natu- 
rally get the bigger funds, and the 
greater spot frequency. There is, in 
short, no theoretical figure for ideal 
frequency which P&G applies as a 
formula. 

Frequency will vary with market, 
too. P&G's new fluoride toothpaste, 
Crest, is being market tested in three 
areas. In Rochester, the brand is run- 
ning 23 announcements per week on 
three stations. In Portland, Ore., it is 
carrying eight announcements on one 
station. Back in the fall of 1946. when 
Tide opened the detergent era, spot 
radio was relied on with an average of 
10 daytime and five nighttime an- 
nouncements per week plus local cut- 
ins on two or three daytime serials. 
Tide's "creeping introduction" was a 
market-by-market growth starting with 
hard water areas. 

t. The intermediate stage. Assum- 
ing success in the market-testing stage, 
the brand then begins its period of 
growth to national size. The "creep- 
ing" market-by-market process is em- 
ployed because: (1) production facili- 
ties can be expanded by stages and 
keep pace with sales; (2) a key method 
in the whole product introduction pro- 
grain of P&G is sampling, and it takes 
time and manpower to do a job on a 
large scale. 

During this period spot is primary. 
The ad budget Increases steadily with 
market growth. Schedules are often 
quite heavy. P&G's new shortening, 
FlufTo, is in this stage now. In Janu- 
ary it carried schedules on 46 stations. 
Fxamples of spot frequency: Chicago, 
37 announcements during one week on 
three stations; Rockford, in the same 
state, 18 announcements per week on 
two stations; Rochester, 19 announce- 
ments per week on three stations; 
Pittsburgh, 13 announcements on one 
station. 

There is no time limit for this stage. 
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. especially people 
like Miss Sydney Smith 

Pretty as Springtime is W KC.Vr. Miss 
Sydney Smith. Anil she's that rarest of 
women— the kind other women helieve. 
That's why .she keeps getting fan letters 
like this one from Leslie f Junior of the 
Kmil Mogul advertising ngenry, for 
Konzoni Macaroni I'roduels: 

"// takes a minor miracle to get women 
to switch from one spaghetti to another. 
Hat I think that's what we've, got in your 
commercials for Honzoni. Your 'woman- 
to-woman' talk has the kind oj 
belie.vability that accomplishes selling 
miracles. We plan to be on li) -IJXE 
jor a long time." 

New \ ork women listen regularly 
to, B\ -LINK WITH SYDNEY SMITH. 
f J:35 to 10:00 a.m. weekdays. And just 
as regularly they buy the varied products 
—food, drugs, appliances, even "the 
movie' for tonight"— which Sydney 
describes so warmly and persuasively. 

To sell BIG in the nation's biggest 
market, it takes ''counter intelligence" 
—a specialty of WHCA radio 
personalities, like Tex & Jinx. At Collins. 
Jim Coy. and Jimmy Powers. And 
like Miss Sydney Smith. 
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(, L !■ lasle grew lo national sta- 
tin, j -t i>\ ei night. Il was. market 
st, in x | itcinl.fi of 1952. launched 
tl i.iiiciiiil buildup iii 1953. \a- 
ti<n .il iii-ti iliulion «ih reached bv 

I < nun l')51. Ihti Dreft. on the other 
i.it il. llic ln-t detergent, for fine 
Linudt i - i 11 Li . was introduced as far hack 
a- l'H). For 12 years it remained in 

II c intermediate spol -lage, because it 
did -<' well hi the liard water areas. It 
ua- not until after the Second W orld 
\\ jr thai il went national. 

.1. \alioiuil distribution. 1 he 
aehiev cnii'iil of national distribution is 
tin -igual lor network coverage on 
lele\ i.-ion. radio, or both. These now 
heroine the main media, while spot 
take- on the role of supplement, (deem 
toolhpa-lc. for e\ani|)le. averaged about 
20 t\ announcements a week during 
il- 1953-51 buildup. In J 054 alone 
(deem spent an estimated S-l.031,069 
in >pn| tv. uliich made il the top P&G 
spot .-pendcr. Rut while the brand was 
spending over a million dollars a quar- 
ter during the first three quarters of 
lO.i 1. during the la-t quarter spot ex- 
penditure was cut almost in half. \nd 
although the station lisl of 115 com- 
pared favorable with the 113 in the 
first quarter of hisi vear. frequency 
Ha- down considerably. For example, 
in a maikel where (ae-t had 23 an- 
nouncements, fdeem had four, where 
it had eight, (deem had only two. 

(deem now ha- solid network tv ex- 
po-urr al night through The Lorcttu 
) <mii{>; Shoic, \ HC Tl'. and The Jackie 
(Aruson Shan, on CBS T\ . in the day- 
lime through Smith Tor Tomorrow 
and (hi ) our Irraunl, CBS l\ ; on 
davtimc radio through the CBS Wemly 
U tirreu Show. 

Network coverage does not mean 
that spol disappear* or becomes un- 
important. '1 ide spent an estimated 
>!; I.'i.OO'J hi-t vear on spot tv, Ivory 
Smw STI0.70I. Jov w 19 1.577. Shasta 
S713.71I. I von Flakes s:v;0/»l2. 

"Mipplemental spot uses are eonsid- 
eied highlv important 1>\ I'&C. Sland- 
ard prm lit e is lo extend a campaign's 
rent h bv adding spol markets not cov - 
(•red b\ ils network shows, \nollier 
favoiile I'&C praclice i- lo substitute 
an cqnis ,il( ill -jxii campaign when a 
brand diops oul of a network show for 
an\ reason. \n equivalent spol tv 
(.impaigu for a davlime seiial vvbieli 
ihe brand -pon-ofd two-and-a-half 
lime- per wcr-k would be about eight 
amionnceiuenl- a week (hiring I he da\- 
lime, I hiee lo (iv e 20--e< ond announce- 



nients in a market weekly are consid- 
ered an approximate "equivalent ' of 
a nighttime network tv show. 

Special, short-term campaigns are 
used to recieate excitement about a 
product. Such campaign- can be quite 
heavy. Tide, for example, spent more 
than half a million dollars during the 
second quarter of 1954 on spot tv. Joy, 
h on Snow and Cheer were also very 
heav y during limited periods last year. 

Spol is ideal, die company feels, for 
spreading product news. A current 
example is Dreft, now re-i-sued in a 
pink eolor. The momenlous news is 
being purveyed through a powerful 
spot campaign. Total number of sta- 
tions wa*s 79 during March. In New 
\ ork the barrage consisted of 52 an- 
nouncement* per week. In Los An- 
geles, the frequency was 17, in Wash- 
ington, I). C, 16. 

Might or <J«y? P&G is commonly 
thought to have clear-cut feelings about 
nighttime and daytime television and 
radio. But its spot schedules, at least, 
show no ov er-all preference either way. 
During the la-t quarter of 1951. Tide 
-pent almost twice as much in the day- 
time as at night, Cheer over three 
limes as much, Jov about 12 times. 
Ivory Flakes four times. These prod- 
ucts have a strong housewife appeal. 

Lav a Soap, on the other hand, aimed 
at men. put 93 T of its spot tv budget 
for the period into nighttime. 

(deem Toothpaste, whose appeal is 
considered to extend to the entire fam- 
ily, put more than 96% of its fourth- 
quarter budget into nighttime. The 
company's new home permanent, Pin- 
It, pul its entire spot budget into night- 
time: the prospect is the working girl 
as well as ihe housewife. Similarly, 
Shasta Shampoo put 77 r ? of its spot 
budget into nighttime. 

Put Ivorv Snow, a washday product 
with an obvious housewife slant, put 
7<°/f of its spot budget into nighttime. 
\nd unlike Shasta Shampoo. P&G s 
I bene Shampoo -.pent 89' r of its spol 
budget during the day, and Frell 
Shampoo 75' '< . 

If there is any company attitude to- 
ward day and night tv values as such, 
il is formulated in general terms only. 
Media Director Paul llnth character- 
izes the two lime periods this wav: 

a. Nighltiine gives y on "reach,"' al- 
lows you lo gel lo the largest numbers 
of people nth jour commercial mes- 
saL'c : 

b. Davlime i- most useful for "fre- 



quenev."' Audiences may be smaller 
than at night but you can afford to bit 
them more often with your messages. 

But these are useful concepts only 
when applied flexibly, Huth cautions. 
In the specific market situation your 
actual purchase ma; not follow the 
rule at all. 

Tlio conijK'fif it*<» sifiHifioii: "Some- 
times," a rep told sponsor. "P&G bujs 
considerably above a $2.00 cost-per- 
1,000. But why, I haven't the slightest 
idea." 

An observ er close to the soap com- 
panies offers the following interpreta- 
tion: 'Ihe big soap outfits view their 
own ad campaigns in relation to those 
of the competition. It is not enough, 
for example, for P&G to know that in 
a given market Tide is reaching X 
number of people with Y number of 
commercial messages a week or month. 
Just as important is the commercial 
frequency of Colgate's FAB, Lever's 
Rinso. Monsanto's All. (Last vear. in- 
cidentally, All topped the list of pack- 
aged-soap and detergent spot tv brands, 
spending an estimated $863,717.) 

1 he consumer is exposed lo all the 
campaigns, goes the explanation, and 
P&G must watch closely lest the com- 
mercial impact of its messages be di- 
luted because of the total ad barrage. 
It must be certain that proportionate- 
ly, the schedules for its brands are 
strong enough to achieve satisfactory 
impact despite the competition. 

Afn'iH'tj rale hi spot: P&G says it 
relies heavily on its agencies for plan- 
ning and execution of spot campaigns, 
as it does for all other phases of its 
ad operation. All plans are developed 
through agency presentations. The sys- 
tem works this wav: 

The agency prepares a presentation 
covering these points: 

1. The campaign budget: 

2. Tl ic market list: 

3. The expected average frequency 
of the spol campaign ; 

4. The average rating and cosl-pei- 
1,000 aim. 

Specific station lists or availabilities 
are nol included. 

The I'&G media hawks go through 
the presentation thoroughly, check it 
for facts and logic. Once client ap- 
proval is obtained, the agency time 
busing department goes to work. From 
this point on, the agency is free to 
exercise its own judgement in making 
the best purchases possible. 
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Alter the purchasing is completed, 
the agency spends a report to P&G's 
media department. Mow the slide rules 
come out. and the media men go over 
the agency's purchases with a careful 
eye. They check to determine whether 
the agency has delivered as promised, 
whether the achieved cost-per-1,000 
and rating average bears any resem- 
blance to that talked about in the 
agency presentation. 

This two-time check keeps agency 
timebuvers on their toes. It is obvious 
why P&G ttmebuyers are tough buyers. 
Thej have to he. They know they have 
to be able to justify with sound rea- 
sons any purchase they make. How 
well ingrained P&G thinking is, is indi- 
cated by one timebuyer's claim that 
the client has never questioned any of 
his buys! 

P&G feels that it makes sense for all 
the agencies and themselves to use one 
tv-set count. This is arrived at through 
regular meetings of agencies and client, 
who all pool their research resources. 
The figures are used then as the base 
against which to calculate costper- 
1.000. 

It makes sense, too, the company 
feels, for all to use the same ratings. 
At the present time ARB is the stand- 
ard in spot television. 

This system, incidentally, often cre- 
ates confusion among reps who oper- 
ate with other rating services, since 
contradictions between different ratings 
are common. 

Jfci.viintfiii c/iscoiml.v: Since discounts 
are figured for accounts rather than 
brands or agencies, maximum fre- 
quency discounts are the rule for P&G. 
even where a brand buys a light sched- 
ule. In practice this means that P&G 
buys time more cheaply than many 
others. 

P&G, incidentally, is credited with 
having done much to bring about the 
present discount structure because of 
its consistently huge volume. 

Tied in with this is the "exchange" 
benefit brands enjoy with regard to 
spot. An agency may call another with 
a request for a loan of part of a par- 
ticular station schedule for a short 
period. Each agency, moreover, will 
inform the others when time periods 
are being dropped so that companv 
brands can have first crack at them. 

Spot's future: Spot seems clearly 
slated for important roles in PS.G's fu- 
ture air activity. Already, the first 



quarter of 1955 shows a spot tv in- 
crease over the comparable period la>t 
year. There are signs ami strong ones 
that spot radio may soon loom large 
in P&G schedules. 

I he clue to P&G s future media 
plans lies in this concern with num- 
bers. The lack of am true program phi- 
losophy in the current nighttime P&G 
tv picture as explained in part one- 
is a sign that the slide-rule policy is 
growing stronger rather than weaker. 
The implications are clear, and are 
confirmed by Procter & Gamble: The 
media which can demonstrate their 
ability to deliver maximum audiences 
at low cost per ad impression will win 
the P&C business. The others will \ an- 
ish from the company's ad schedule*, 
or very nearly. Numbers, not senti- 
ment, will prevail in the end. 

Nowhere is the "numbers" story 
more at issue today than in daytime 
network television and radio, in both 
of which P&G is today a major biller — 
approximately $17,000,000 in daytime 
tv, SI 1,300,000 in daytime radio.' This 
month the network contracts are up 
for renewal. Part three of this series 
next issue will explore the company's 
thinking on network television and 
radio. Part four will deal with the 
advertising structure of P&G and rela- 
tions with its agencies. 

In the meantime, after all this talk 
of slide rules, what is P&G going to 
do about sponsor's disquieting dis- 
covery that there are P&G timebuvers 
who don't even know how to use the 
things? * * * 



40 E. 49TH ST. 

(Continued from page 10) 

WHAT ABOUT THE SPONSOR? 

I ha\e read and re-read with great 
interest "Radio-Merchandising: do you 
ask too much?" which appeared in the 
7 March issue of SPONSOR. 

First, only the views of large station 
operations were mentioned on the side 
of radio. Secondly, we at WCSC have 
only recently re-organized and en- 
larged our promotion-merchandising 
department for radio and tv and are 
vitally interested in this issue. 

It seems to me that both "buyers" 
and "sellers" have the wrong view- 
point on radio merchandising. I real- 
ize I have, just stepped out on the tip 
edge of a very long limb. It would 
seem that "buyers'" work merchandis- 
ing for what can be had and "sellers"' 



consider themselves being had. Neither 
side seems to have given the real 
Inner, the sponsor, much thought. 

When you stop to buy a hot dog. 
the smart hot dog stand operator will 
add relish to the hot dog, mustard and 
bun. lie charges nothing for this ad- 
dition. If the customer wants cheese 
and onions added, he usually has to 
pay extra, lie expect.- to. Now. 1 don't 
believe the customer goes back again 
and again to that same hot dog stand 
because tie gets the relish free. He 
goes back because the hot dog tastes 
better. Paralleling that, it would seem 
this should be the attitude of radio and 
agency people concerning radio mer- 
chandising. 

We at WCSC, realizing that all 
things worthwhile change with chang- 
ing circumstances, feel that it is now 
necessary to offer an entire selling 
package when we offer a spot schedule 
or program for sale. No longer is it 
enough to merely put the commercial 
on the air and forget it. That's selling 
the sponsor short- -and ourselves too. 
I lis success is ours. We feel that we 
must make sure distributors and deal- 
ers are aware of this advertising dollar 
being spent in their behalf. 

There seems to be a prevailing fear 
that by and by merchandising will 
*"wag" radio. 1 think this attitude in 
itself is selling the selling power of 
radio short. Radio is far too powerful 
a selling medium to stand in the shad- 
ow of any "Plus Service ' it might 
offer. 

But, this 1 believe no one to mv 
knowledge has really given the types 
of merchandising we could be doing 
proper thought. At least I have seen 
no evidence of this thought. Dav after 
day I receive stereotyped letters from 
agencies each asking for exattlv the 
same types of merchandising. It just 
doesn't make sense to a-sume that the 
merchandising plan which will bring 
results for one sponsor will bring re- 
sults for them all. Perhaps the agen- 
cies feel we at the station level should 
be the ones to do the creative thinking 
in this line. I feel they are the ones 
who are closest to the advertiser and 
his product. They sit in on all the pre- 
liminary planning and conferences and 
they follow through on these plans. 
The agencies should be leading the 
way. . . . 

Ax me Lee Small 

Promotion -Merchandising .llgr., 

IfCSC, R&TV, Charleston, S.C. 
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ORANGE jUICE 

i ( i ni • iu > from /«fg< 5 1 I 

*'\\ t iiH'l that j strong local per- 
^ > alitv with ] 1 1 — own following in a 
i urLl < in <lo a f.n heller job of pro- 
mt lin_' i new product than recorded 
. ntiutiiK t nieiit.-." Jodii Stark tol<l SPoN- 
>ok. "And («> get the full benefit of 
the lo<al talent making the. pitch, wc 
rt ml almu onl\ 'sugge>ted' cop\ and 
.i fa< t -heel about Golden (lift, so that 
tl e talent tan give the commercial in 
hi- own w n . ' 



<i(, prefers early-morning and mid- 
(h.y radio diows. In New York, for 
example, GG buys 12 minute announce- 
ments weekb in WXEWs Klavan and 
finch, \Ionda\s through Saturdays 
6:00-9:30 a.m.. and 25 in WMGM's 
Ted Broun Show, Mondays througli 
Saturdays 7:00-10:00 a.m. Cleveland, 
one of Golden Gift's 100% radio mar- 
kets, hears some 27 to 30 GG an- 
nouncements weekb. Starting in April, 
Golden Gift advertises on four Cleve- 
land -tations. It uses Hill Handle, a d.j., 
on 2:00-6:00 p.m. over WERE, a 5 kw. 




1 



SEVERAL HUNDRED CASES 
PLUS SALES DUE TO KXLY-TV 

KXLY-TV's powerful merchandising has never failed 
to produce substantial gains in sales immediately. 
It s FREE to qualified advertisers, 

(We quote) 

"I have certainly been impressed with the results 
that were obtained from that part of your merchan- 
dising promotion which you call "Telemarket." 
With our schedule on your "What's Cooking" pro- 
gram, we were very interested in using your "Tele- 
market" promotion on our Blue Plate Medium 
Cleaned Shrimp. As a result of this promotion, we 
not only received an outstanding ad from I, G. A. 
Headquarters in Spokane, but it did get the majority 
of I C. A. Stores behind your "Telemarket" tie-in 
and the results were several hundred cases of our 
Med ium Cleaned Blue Plate Shrimp sold above and 
beyond the normal movement. 

Very truly yours, 
(Signed) Wright Dearborn 
C. S. Graham & 
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music, new:- and sports independent; 
7 he Morning Man Show, with d.j. Bill 
Gordon, 8:00-9:00 a.m., over WHK, 
the 5 kw. MBS affiliate ; A la Carson, 
7:45-8:30 a.m., plus two 20-second an- 
nouncements preceding Breakfast Club 
over WJW, the 5 kw. ABC affiliate; 
Bill Mayer's 1:00-3:15 p.m. d.j. show 
plus two announcements in Woman's 
Club oj the Air, 12:15-1:00 p.m. over 
W TAM. the 50 kw. NBC affiliate. 

"We always have our stations con- 
tact the Golden Gift distributor in the 
area," Joan Stark continued. "In that 
way, the distributor can help with sug- 
gestions for merchandising and mail- 
ings. Many of the stations send out 
mailings to retailers over the talents' 
name, mentioning how they support 
the product. By the same token, we 
ask the distributor to keep the talent 
on shows we participate in supplied 
with our product.'' 

While Golden Gift has not had time 
to make actual consumer tests to gauge 
the results of its radio advertising, re- 
action from retailers, distributors and 
the trade in general has indicated to 
the firm's satisfaction that its radio 
strategy is effective. 

Currently. Golden Gift also lias tv 
advertising in some 15 markets, al- 
though the company is switching to ra- 
dio in some markets. With tv, Golden 
Gift usually aims at children between 
ages four and 10, on the premise that 
a word from them will send mama to 
the nearest grocery store. 

"Those little arm-twisters get their 
way," says Boh ^ oung, himself father 
of three. 

To reach this age group, Joan Stark 
buys minute announcements in chil- 
dren's shows between 4:30 and 6:30 
p.m., at a rate of some 10 or more 
announcements per market. Though 
the lead-in to the minute film commer- 
cials may be an animated jingle, the 
commercial itself shows a housewife 
squeezing oranges in her kitchen, giv- 
ing up. and pouring a full glass out of 
a container of Golden Gift instead. 

The major stress in all Golden Gift 
commercials is based upon two major 
concepts: (1) it's far more convenient 
to pour o.j. out of a container than to 
have to mi\- it with water as you must 
with the concentrates or have the mess 
of pulps and rind from squeezing 
oranges yourself; (2) it's now possible 
to have healthful "grove-fresh orange, 
juice, from 100% Florida-fresh tree- 
ripened oranges." 

About three months ago Golden Gift 
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READY FOR DELIVERY 

.... the half of Indiana which accounts 
for $2,478,295,000 in retail sales. 
Only one station delivers it. 
For the greatest coverage in Indiana 
select 

WFBM-TV INDIANAPOLIS 

Represented Nationally by the Katz Agency 
Affiliated with WFBM-Radio, WOOD-AM & 
TV, Grand Rapids; WFDF, Flint; WTCN, 
WTCN-TV, Minneapolis-St. Paul. 
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i lut dt iihVulls with tlie 

I ( ni~ ( uinmis-iun. stale trade 

( > . n nl >i\iuge growers, over 
(,(,'- i n i i i df it- cartons. Gulden 
( ill nia'-c |iii<e. e\tra< ted fresh in 
l! Inn - DcLuid I'la.. planl. is then 
in, idi led wilh an ultra-\ iolet proo- 
< imMit.d In Dr. Sperlt. to preserve 
tin jiin c lunger from deterioration. 
\ I w » 1 1 1 tlnee niorlhs ago. the Florida 
( iti ii~ (*»»iimii~>ion deereed that any 
iiiiie that u;b processed in an\ wa\ 
Im noikI ju-t being squeezed could not 
1. lahelcd ••fre-h." On 15 Ma\ Golden 
(,ift came out with new containers, 
in irked "IdO' < pure Florida orange 
j nice t fie-h flavor la-ts da\s in \oiir 
refrigerator I . 

I he Florida Citrus Commission rul- 
ing din-- not apph to GG's adverlis- 
ii • r :: howexer, Golden Gift has avoided 
• tiering ihe word "fresh in its eoj)\. 
Ksfetilialh the question hoils down to 
tlii-: How do \ (Hi define ''fresh ' juice? 
Doe- it mean "fresh'" when poured into 
the container, or still "fresh when it 
leaf lies the e<m>uiner>? Golden (lift 
maintain* that the latter is the valid 
di (tuition one that its product con- 
forms with. 



Like am new product. Golden Gift 
is being looked over with eagle eyes by 

***★★★★★ 

• •Would anything i lie public wanted to 
mm* renin in free if il eon Id lie sold for 
a higher price? The>e . . . program 
entrepreneurs are free agent- and are 
not Mihjeet lo regulation liv any govern- 
mental authority. They ean sell their 
ware- where they please. In the end all 
the de-irahle programs will he on a 
pay-a>-jou-see ha-is. Free televishin an«l 
coiu-hox tehni-iou cannot eo-exisl. One 
niii-1 drive out th«* other in order to 
sur> i>e.** 

ALFRED STARR 
Co-Chairman, Committee Against 
Pay~Ax-\ ou-See TV 

its competitors — not only other "fresh" 
juice producers, but makers of canned 
juice and concentrates. GG's main 
competitors in the "fresh" juice line 
are Tropieana and Orange Blossom, 
both with more limited distribution 
lhan Golden Gift's. 

Tropieana s process for keeping the 
juice fresh is one of heating and then 
chilling. Orange Blossom doesn't do 
anything but extract the juice, pour it 
into containers and ship it as fast as 
can be to the market, coded for four- 
day store sales. Both companies have 



been pushing distribution into new 
areas: both began their big drive in 
fall 1954. Orange Blossom, distributed 
by the Borden Co. outside of Florida, 
is principally an East Coast product, 
but is looking into the Chicago mar- 
ket now. Neither company has done 
any radio or tv advertising, except for 
small-scale Florida ventures. Orange 
Blossom's advertising is being handled 
by Al Paul Lefton agency, with W alter 
Young as account supervisor. 

Golden Gift is having slight agency 
difficulties itself right at the moment. 
The major problem is the fact that 
Harris & Whitebrook, currently han- 
dling the account, is a Miami shop, 
with a staff of only one in New York, 
namely Media Director Joan Stark. 
With the rapid growth of the account 
it has become apparent to the client 
that he will need more services than 
this small agency can prov ide. 

The recent boom of the fresh juice 
industry may eventually revolutionize 
methods of distribution of canned and 
frozen concentrates. At this point, 
however, the fresh or chilled juices 
form but a tiny part of the orange 
juice production over-all. Orange 
growers estimate that orange juice 



Strong pull 




• . . keeps viewers tuned to 

KMJTV 

FRESNO, CALIFORNIA • CHANNEL 24 
NBC and CBS affiliate 

the San Joaquin Valley's 
FIRST TV station in... 



POWER now 447,000 watts. 

RECEPTION Pacific Coast Measurement Bureau 
Survey (Oct. '54) shows KMJ-TV re- 
ception "most satisfactory" in area. 

RATINGS KMJ-TV carries 20 out of the 25 top- 
rated nighttime programs in the 
Fresno area (ARB report, Oct. '54). 

COLOR KMJ-TV was the first local station 
equipped to transmit network color 
shows and has presented them on a 
regularly scheduled basis. 

Paul H. Raymer, National Representative 
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production in the 1954-1955 season 
will break clown as follows, in millions 
of gallons: concentrates. 2o0: canned 
juice. 61.1 ; fre.-h or chilled. 8.7. The 
8.7 million gallons, however, represent 
a hefty jump the fresh juice people 
took over 1953-1954's 1.5 million gal- 
lons. Golden Gift sa\s it is the biggest 
fresh juice company — claims 80% of 
the fresh juice sales volume. 

If it s the biggest of the fresh juice 
firms, Golden Gift is also the newest. 
Rob Young, then at W illiam Esty agen- 
cy, stumbled upon the product a cou- 
ple of years ago, took up the idea with 
Bob Stivers, then at Hilton & Kiggio. 
and the two men decided to quit the 
agency business and become clients. 
Together with Andrew Young, now 
piesident of the firm, they bought into 
Golden Gift, embarked on a program 
of intensive promotion. Other officers 
in the firm are Hobart A. II. Cook, 
v.p. in charge of engineering and re- 
search; S. P. Cole. \.p. in charge of 
production and purchasing. 

Bob Young sets the advertising bud- 
get per market according to the poten- 
tial of the di>tributor in that market. 
Actually, he likes a start with a 12,000 
quarts weekh minimum, evaluates the 
distributor within a matter of weeks. 
"If a market can absorb a few hun- 
dred thousand quarts a week, it'll get 
to that level within four to six weeks."' 
Young told SPONSOR. Therefore, the 
big advertising push conies in the first 
month of distribution, sometimes levels 
off slightly thereafter. (For profile of 
Bob Young, see sponsor, 2 May 1955, 
page 126.) 

Golden Gift has two major sales 
problems: (1) pricing; (2) seasonal 
curves. 

The pricing problem in itself is a 
two-fold one. First of all, Golden Gift's 
price to distributors is 20c a quart. 
However, that doesn't mean that there's 
one price nationally on the retail level. 
Various factors tend toward an un- 
e\en price structure: distributors in 
some markets operate more cheaply 
than others. In some markets, union 
demands drive up prices. At any rate, 
on the average the retail sales price 
varies between 32c and 35c, with a 
penn) or so added in case of home 
deliveries. 

The concentrates on the whole are 
cheaper than fresh juices. They're sell- 
ing around 30c to 35c for a can which 
makes three pints. Golden Gift is now 
coming out with a pint size priced 



around 18c. to be more competitive 
with the concentrates. 

"1 don't feel that we're selling so 
much against the concentrates, how- 
over." says Bob Young. "Actually, 
we're a substitute for home-squeezed 
orange juice. Of course, the concen- 
trates increased the market immeasura- 
bly when they began their advertising 
drives 10 jears ago, and we're benefit- 
ing from that enlarged market too." 

Xor have the fresh juices taken bus- 
iness from the concentrates judging 
from concentrate production figures. 
From fall through 23 April 1955, pro- 
duction of concentrates is 14 r r ahead 
of last year's, despite the fact that it's 
the season during which the fresh 
orange juice people invaded the mar- 
ket en masse. In terms of boxes for 
crates) of oranges u.-ed, the latest fig- 
ures are: concentrate, 30.9 million; 
canned. 9.5 million; chilled or fresh, 
1.5 million. Canned juices are 2% 
down from last year. 

The summer months present some- 
thing of a problem for the fresh juice 
people. Juice oranges come predomi- 
nantly from Florida (California's Sun- 
kist are current!)' squeezed and distrib- 
uted mainly in California). The Flor- 
ida oranges fall into three categories, 1 
with the following maturing dates: 
Hamlin in October and November; 
Parson Brown & Pineapple in Decem- 
ber, January, February; Valencia in 
March, April, May and June. During 
1 lie off-season, Golden Gift is forced to 
mix its fresh juice with concentrates 
and change its label. 

Actually. Golden Gift advertises on 
a 52-week basis, although time is 
bought in 13-week cycles with the 
usual two-week cancellation clause. 
However, the brunt of GG's advertis- 
ing conies not during the summer 
months, when juice drinking stays on 
a high level anyhow, but during the 
remainder of the year. 

Golden Gift isn't resting on its lau- 
rels (and a 1.300% sales boost in 
seven months makes for nice laurels). 
Instead the firm has already intro- 
duced a fresh grapefruit juice in con- 
tainers, is considering tomato juice 
and fresh fruit salad a- well. Grape- 
fruit, of course, is harvested in the 
season after oranges- therefore ina\ 
help bridge the off-season gap. 

''But even without additions to our 
line, we re looking forward to a 20 to 
30 r < sales increase in the fall,'" con- 
cluded Bob Young. ★ ★ ★ 



ROMERO 

OWNS 

SAN 

FRANCISCO 
...JUST LOOK 
AT THIS 
RATING 
REPORT 

In San Francisco, says ARB, Cesar 
Romero's new TV hit, Passport 
to Danger, dominates its time period 
. . . as it has from the first night 
it went on the air! Rating is high, 
share of audience a whopping 
75.5%, and going up. 

Now we know this show is "hot"! 
Top markets are going fast, 
but some are still available . . . 
if you hurry 



CESAR ROMERO, starring in . . . 




SYNDICATION, INC. 

7 West 66lh St., N. Y. 
CHICAGO • ATLANTA • HOLLYWOOD • DALLAS 
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Want a "sell-out" audience for your 
TV dollars? Then, it's time for a 
quick-change to WJAC-TV, the 7 sta- 
tion with a buying-minded audience 
in 3 Southwestern Pennsylvania mar- 
kets! Hooper rates WJAC-TV: 

FIRST in Johnstown 

(a 2-station marlot) 

SECOND in Pittsburgh 

(a 3-station marlcot) 

FIRST in Altoona 

(a 2-station market] 

"Ju.t the ticket" for sure sales is 
this 1 buy that covers 3 . . . 




Mfr pu* KATZ min for full dct.ulif 



SPOT RADIO 

i Continued from page 43) 

spot radio reporting service that would 
compare to Rorabaugh's virtually-com- 
plete Report on Spot Television? Or, 

10 I'll} figures for networks and ANPA 
figures for newspapers? 

It is, and il isn't. As SPONSOR went 
to press, there were still a few streaks 
of light on an otherwise overcast re- 
search horizon : 

• Station Representatives Associa- 
tion: Reps are keenly aware of the 
vfilue of a periodic report on w ho buys 
what in spot radio, "it would enable 
spot executives to chart industry trends 
in various advertising categories. And, 
it would give the higher echelons of 
advertiser management a guide to 
meeting their competitors 5 spending," 
said SRA Managing Director Tom 
Flanagan, due soon to retire. 

Thus it's no surprise that SRA's Re- 
search Committee, headed by Blair 
Y.p. and Researcli Director Ward Dor- 
i ell, has been discussing ways and 
means of organizing a spot radio re- 
porting service for some time. There's 
a precedent for it, too ; several years 
sgo. reps reported monthly spot radio 
figures to a central bureau for a sea- 
son or two. The project was finally 
dropped; too much paperwork, reps 
recall. 

One plan under discussion is to re- 
\ive the rep reporting procedure 
among SRA members. As projected, 
I he SRA members who handle by 
sponsor's estimate at least 70% of the 
total annual dollar volume of national 
spot would each tabulate their monthly 
billings and report it to a central 
source for compilation. 

"It would be a lot of work, but it 
might be well worth il. Measuring spot 
liidio at this level could be a lot easier 
and more accurate than trying to index 

11 after il has spread out to 2,700 U.S. 
ladio outlets," said another Blair v. p., 
\\ ells Harnett. 

• Radio Advertising Bureau: Among 
the industry groups long in favor of 
a spot reporting servive has been the 
R \B. Prior to I he slarl of the Boerst- 
Porabaugh plans, UAI? had a scheme 
of it* own in ihe discussion stage. Ac- 
cording lo R \T> sources, il was to have 
been a combination of data gathered 
from several sources -clients, agencies 
oiid stations. 

Willi the demise of Spot Radio Reg- 
ister, and with nothing definite on the 
future of the SRA's plans, RAH is now 



thinking of reviving its project. 

"We get calls from agencies and ad- 
vertisers at the rate of three or four 
every week asking us 'What is our com- 
pelition buying in spot radio?'," said 
RAB's Norman Nelson. "Even if we 
couldn't get our information to as fine 
a point as reporting on the spot radio 
activity of individual brands, it would 
still be helpful just to have total ex- 
penditure figures by categories." 
• Other firms: Other research sources, 
actual or potential, of spot radio ex- 
penditure data are largely marking 
time. 

A. C. Nielsen, which had an option 
to buy a monitoring service, Broadcast 
Advertisers Reports, has let the option 
lapse and has no immediate plans for 
entering the spot radio reporting field. 
Nielsen, however, made a recent con- 
tribution in a related spot field. On a 
contract basis with Free & Peters rep 
firm, Nielsen prepared a cost-and-eov- 
crage spot radio "cost estimator" (see 
story last issue) with which manage- 

★ 

"Raising the sights in advertising to- 
day . . . means fighting mediocrity in 
every one of the diabolical forms in 
which it can present itself. It means 
that in our praiseworthy zeal to defend 
the common man we must cease to deify 
him. It means we must stop confusing 
what will he accepted with what will he 
rememhered. It means that we must 
once again hegin to accept the indi- 
vidual for what he himself can accom- 
plish — not only as an anonymous 
camouflaged mcmher of a group." 

LUCILLE COOLD 
}'icc President 
Ogilvy, Henson & Mather 

menl-level admen can make rapid-fire 
price estimates. 

Pulse and Hooper, both of which 
have discussed the idea of evolving 
special ratings and activity reports of 
leading spot radio data, haven't gone 
beyond that stage. 

The biggest spot radio monitoring 
services PAR, Radio Reports. Marie 
C. Long>treet — are still \er\ active, but 
their work is on a custom basis for hi- 
de, idual agencies and advertisers and 
none lold sponsor they anticipated is- 
suing any sort of general industry re- 
port. 

Meanwhile, the spot radio research 
gap is still being filled slowly and la- 
boriously at these levels: 

1. Corporation management : Spot 
iadio isn't always clearly understood, 
appreciated or evaluated properly even 
by those very companies who are its 
biggest cusiomers. To many an execu- 
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live v.p. or board chairman of large 
L.3. advertisers, "spot radio" conjures 
up a vision of the B-U-L-O-V-A time 
signals of 20 years ago: the word "ra- 
dio" conjures up a picture of a medi- 
um on the downgrade. 

In the case of spot radio, which has 
grown noticeably despite television (up 
37% between 1947 and 1953), this 
isn't at all correct. 

Since spot radio proponents, unlike 
those of tv or network radio, do not 
have a guilt-edge activity roster of big 
clients using spot radio, they do the 
best they can. SRA and UAB execu- 
tives who call on top executives (see 
picture, page 42) use the best indus- 
try-gathered estimates they can to 
show spot radio's true size. 

"They are usually an eye-opener to 
top management," said the radio sales 
manager of a major New York rep 
firm. "But we still need more evidence 
that the spot radio medium is really 

*'To subscribe to tbc expert-sounding 
tbeory tbat radio is doomed because it 
competes simultaneously for tbe same 
audience with television Ls as erroneous 
as to predict that the wristwatcli busi- 
ness is doomed because it on some oc- 
casions competes simultaneously with 
the clock on the living room mantel. 
The wristwatcli, like the new-function 
radio medium, fills a very real personal 
need in a very busy and fast-moving 
American eeonomv and societv.?? 

JOHN KAROL 
V.P. in Charge of Network Sales 
CHS Radio 

going places. We still need the 'en- 
dorsement' quality in our selling that 
comes from naming the big advertisers 
who use the medium. " 

2. Advertising agencies: Agencymen 
have a lot less trouble than do many 
businessmen in understanding the size, 
scope and flexibility of spot radio. 

But that doesn't make any easier 
the problem of finding the answer to 
the perennial $64 question, "Who's 
buying what and where?" in spot 
radio. 

Accordingly, timebuyers and media 
executives at top agencies are forced 
back on an undercover system that in- 
volves periodically surveying the fol- 
lowing sources: (1) reps, usually by 
telephone or personal query; (2) sta- 
tions, usually by questionnaires in 
batches of as many as 1,000 each quar- 
ter; (3) monitor services, usually to 
check on special activity of a competi- 
tor in a test market; (4) checking all 
available trade sources, such as Boerst's 
Spot Radio Report, the trade associa- 



tions, and the trade press. 

At best, all of these measures above 
are stop-gap. 

What's needed, and needed quickly, 
is a full-scale spot radio report which 
shows periodically the products using 
spot radio, the stations used by each 
product, the t\ pe of spot purchase, the 
frequency of advertising, and the day 
segment used. 

This, in turn, would give advertis- 
ers, agencies and radio salesmen a ba- 
sis for expenditure data by product 
and industry, breakdowns by markets, 
tabulations by geographical areas or 
by seasons, and general spot radio in- 
dustry trends. The box on page 43 
highlights just such a need by showing 
some typical individual cases. 

Anybody who is willing to tackle the 
assignment — and admittedly it's a 
tough one — will at least have the co- 
operation, and thanks, of a large seg- 
ment of the advertising industry. 
* * * 

Earlier Sponsor articles on the spot 
radio data gathering problem include: 

Spot radio spending: out in the open 
in '55? (10 January 1955, p. 42). 

Year-end Report: Spot Radio (27 
December 1954, p. 88). 

Spot radio's time of decision (1 A'o- 
vember 1954, p. 29). 

5 big needs in spot radio (4 October 
1954, p. 29). 

Spot radio is bigger than you think 
(9 August 1954, p. 31). 

They're lifting the spot radio veil 
(4 June 1951, p. 36). * * * 



HOMESTEAD— AUTOS 

{Continued from page 53) 

Lande. "It also has a very slight trem- 
or plus a touch of a Vermont accent 
which makes the whole commercial a 
very real and very dramatic reading." 

The Ma Levin campaign for Home- 
stead started at the end of August 
1954. The starting schedule was a 
heavy 106 announcements a week di- 
vided among four Boston stations — -40 
on WCOP. 30 on WVDA. 18 each on 
WHDH and WORL. The bulk of the 
announcements were placed in the 
driving-to-work and driving-back-honie 
times of the day — in the morning be- 
tween 6:30 and 8:30 a.m., and in the 
late afternoon between 4:00 and 6:00 
p.m. This audience of car owners, it 
was felt, would be the best prospects 
for Homestead, and the fact that the 



ROMERO 
RATES HIGH... 
HITS 34.3 
IN FIRST 
MILWAUKEE 
RATING 

In city after city, ARB* reports 
PASSPORT TO DANGER is hot . . . 

and getting hotter! For example: 

15.1 in San Francisco, with a 75.5% 
share-of-audience 1 

18.1 in Cincinnati, with a 36.7% 
share-of-audience! 

34.3 in Milwaukee, with a 
64.6% share-of-audience! 

37.0 in Jacksonville, with a whop- 
ping 86.7% share! 

43.3 in. Pittsburgh, with a 
68.9% share! 

What a star! What a show! What a 
way to sell your product! 
•Jan. 1955 



CESAR ROMERO, starring In . ... 




ABC FILM 
SYNDICATION, INC. 

7 West 66th St., N. Y. 



CHICAGO • ATLANTA • HOLLYWOOD • DALLAS 
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\< .1 them while thov were 
> it it- lit r impact and i 111- 
i< ii c of the plug- were 

, ind i (iwutinu in order to 

i tl hmiM'H ift Ixitli while dri\- 
jn ,tt home. 
II ic-ulu were phenomenal. At 
ie ci .1 of a rmnilli. unit >ales of eai> 
t I fitmt'-U' nl Motor- showed a per- 
<i I i_'< nit i«*a-e of 000' f . 1 his rep re- 
-ri ltd i riM' from an a\erjge of four 
-ale- j week, or less tlian 20 per 
lonlli. to about 12() < ar sales a month, 
^iiii-i tin- initial jump. ] lomestcad > 
tli - ha\e continued lo climb till t<>- 
<i,n ili<*\ are running double the 
amount after the 600'' < increa>e. 

"With tin* inton-he air campaign." 
>a\ - Ir\iug Lande. "'we were also at- 
tempting to build up long-range aware- 
Less of the company. We wanted to 
reach men and women who might not 
bt interested in another ear at the 
moment hut might at some time in the 
future, and would remember us at 
that time." 

Homestead - radio use has continued 
henv } . I he\ are currently running 02 
announcements a week on W COP. 
W \ 1) \. and W \ AC. plus sponsoring a 
fn (--minute segment of Warm-hp Time 



<n W 111)1 1 beiore the ballgame (which 
\ a ries as to day of the week). 

On 1 February 1953, Homestead 
enlarged its air schedule by adding a 
half-hour t\ show. A series of old 
Western tales on film, called Stories of 
the Century, it runs Tuesday from 
6:00 to 6:30 p.m.. on W.\ AC-TV. is 
aimed primarily at a male audience. 

Starting 5 June. Homestead will add 
another t\ show to its schedule. Some- 
what more expensive, this one will be 
aimed more at the whole family. To 
be seen on Sunday evening from 6:00 
to 7:00 p.m. on W BZ-TV, Pleasure 
Playhouse will feature selected movies, 
will bt' co-sponsored. 

There will lie an 11 -week overlap 
period during which Homestead will 
be bankrolling both tv shows. Stories 
oj the Century will lie sponsored till 
the end of August. 

The rest of Silton's ad budget goes 
for newspapers and drive-in movie ad- 
\ ertising. 

Here is a sample radio commercial: 
SOI M) EFFECTS: Crowd noise. 

Gavel bangs three times and crowd 

noise subsides. 

MALE AN. NCR.: Presenting . . . the 

first ladv of the automobile industry . . . 



WW SELLERS" ift the Detroit Area ! 




CtCLWTV pr-nHrales a popu- 
lation grand tolol area of 

' 795,700 .n wh.ch 85% of oil 
fomihri awn TV iMi. 



CKlWrodlocoverJo 15,000,000 
populallon oreo in 5 imporlonl 
jlolei. The towcsl cosl major 
slolion buy in Ihe Delroil oreo. 



Mrs. Joe Levin of Homestead Motors! 

FEMALE A.NNCR.: Everybody calls 
me Ma. Friends. 30 years ago when 
my husband started Homestead Mo- 
tors, I never dreamed I'd he selling 
new and used cars. But here I am! 
And being a woman. I like my place 
to be homey. That's w hy, day or night, 
I serve hot coffee and doughnuts at 
Homestead. Being a mother, 1 know* 
how important security is, too. So 
when you buy one of my used ears, 
you get protection until it's paid for. 
And there's no extra cost for it. either. 
Stop in and look at my cars. My boys 
make sure they look good and run 
good. I insist on it. Coffee's waiting. 

TRIO: (Jingle) There's no place 
like Homestead, there's no-oh place 
like Home-stead! 

MALE AXNCR.: Homestead Mo- 
tors, 1311 Boylston Street, near Fen- 
way Park, Boston. 

Norman Wexler of the Silton asren- 
cy. who also works on the account, 
points out the "supreme corniness" of 
the tag. "There's no place like Home- 
stead," but also indicates its high ef- 
fectiveness. 

The impact of these commercials has 
been apparent in ways other than the 
much-increased sales, says Norman 
Wexler. "It is doubtful if there is a 
person in the Boston area who doesn't 
know wdio Ma Levin is.'' he states. 
"And the campaign has been imitated. 
One competitor has created a little girl 
character called "Marey" who talks 
about her daddy's used cars. Another 
dealer advertises, 'No ma's, no pa's, 
just good used cars.'." 

Homestead's renown has also been 
boosted by what it calls its "Beat the 
Clock sales. Heavily promoted on the 
air, these take place one day every 
three months. Each hour of that dav, 
a different ear is placed on sale for one 
hour at a greatly reduced price. If it is 
not sold by the end of the hour, the 
price goes right back up again. But, 
says Irving Lantle. these specials sell 
out almost to the car and people buy 
others, too. Sales on "Beat the Clock'' 
days run two or three times the volume 
on their best regular Saturdays. 

Ihe Homestead Motors showroom 
and car lot on wide and busy Bovlslon 
Street (heavily populated with auto 
dealers) has undergone many changes 
to fit the "new look' in its advertising. 
The signs, instead of proclaiming just 
"Homestead Motors" now read "Ma 
Levin's* Homestead Motors." In ad- 
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dition, a big l)ilil>oanl lias been ac- 
quired. The showroom is located on 
one side of the street; on the other is 
a used car "terrace,"' ?o called because 
of the ground's sloping terrain. With 
the additional land purchased in back 
of the showroom, Homestead can now" 
accommodate 1<!0 cars. 

The all-important coffee bar. com- 
plete with counter seals, was installed 
in a section of the showroom. How is 
coffee served? "Well, people just 
crowd around." sa\ 5 Irving Lande. 
"They get their coiTee and doughnuts, 
then walk around and drink and eat all 
over the place while looking over the 
cars. 

Who can tell? Boston's Ma Levin 
might cause another revolution in sell- 
ing techniques in the auto industry. 
(See accompanying story for what hap- 
pened after sponsor's recent article on 
an all-night Autorama in Miami.) 



WHEN TV HITS 

{Continued from page 40) 

NBC TV promotional activity has re- 
volved around the blue-chip survey 
as NBC: 

it Televised to over 2.000 admen a 
lne-and-fihn summary of the study's 
highlights in a 13-city closed-circuit 
colorcast on 25 May. 

• Screened a color film, based on the 
study, for another group of industry 
executives and broadcasters at the 
NARTB convention on 26 May. 

• Aired a su miliary of television s 
sociological effects on Fort Wayne 
homes as part of the Sunday-after- 
noon telecast of Background on 29 
May. 

• Began distributing today (30 May) 
more than 7,500 printed copies of the 
study to leading advertisers, agencies, 
libraries, schools and tv stations. 

The promotional aspects — and use 
by admen — of the study don't stop 
there. NBC TV salesmen, according 
to National Sales Manager Matthew 
Culligan, A\ T ill make full use of the 
study's findings in making fall tv 
pitches to advertisers. 

And, NBC TV research executives 
feel, the study will play a major role 
in future top-level tv planning since 
"advertisers will be quick to grasp the 
fact that the findings of this studv 
reach far bevond the confines of a 
market in Indiana." 

An Ulea grows: The "Strangers Into 
Customers" study, according to NBC 



researcher Tom Coffin, was triggered 
off by admen themselves. He stated: 

"Long before this project was even 
conceived, we researched key adver- 
tising people to discover what aspects 
of television they would like most to 
see investigated. Their answers made 
it clear what they wanted. And with 
lemarkable unanimity they spoke, al- 
most wistfully, of a studv which would 
take the same person and reveal his at- 
titude and behavior patterns before 
and after television. 

"It was a tall order." 

After months of looking at maps of 
the burgeoning growth of post-freeze 
television. NBC TV started to evolve 
its research plan. 

Fort Wayne was picked because it 
was the nearest thing to a "typical" 
American city that could be found in 
the non-tv lists. As of early 1953, 
there was no tv station in the market. 
There uas an application on file with 
FCC. 

When the FCC acted, so did NBC. 
Questionnaires were developed with 
the W. R. Simmons research firm, and 
the technique of the survey developed. 
The actual survey was done in two 
waves : 

Before tv: The first survey wave 
came in October 1953 — a month be- ' 
fore the target date of uhf WKJG-TV. 
In this wave, researchers called on 
7,500 home- — about one out of everv 
six in the area to be newly covered by 
tv. The group was a high-quality 
probability sample. 

After tv: 1 he second wave came in 
April 1954 — about six months after j 
the debut of local tv. The same homes 
were recontacted, and interviews were 
conducted with more than 90 r/ c. (Only 
those interviewed on both occasions 
provide data for the report). Some I 
35 f r of the families had bought tv 
sets. 

On re-interviewing, NBC learned 
that the average new buyer had owned 
his set just three and one-half months. 
Commented Tom Coffin: "It's a high 
tribute to a medium that it can pro- 
duce such highly significant changes in 
brand positions in this brief span." 

However, NBC found that it wasn't 
confining its study only to tv's effects 
on brand-new t\ households. One out 
of five families owned tv set- before 
Fort Waj ne got its station. Fringe 
reception on the outskirts of town 
could be had from Da) ton. Kalamazoo 
and even Chicago and Cincinnati. 

Also, practically everybody in town 



ROMERO 
IS TOPS 
IN HIS 

TIME SPOT IN 
CINCINNATI! 

Yes, Passport to Danger, starring 
Cesar Romero, is going over big in 
Cincinnati, with a 25.6 rating and an 
impressive 48.2% share-of-audience 
(source: ARB, Feb. 1955). In San 
Francisco, in Louisville, in city after 
city, the story's the same. For ex- 
ample, here are more ARB ratings: 

PITTSBURGH 43.3 68.9% share 

JACKSONVILLE 37.0 86.7% share 

SAN ANTONIO 26.1 56.4% share 

MILWAUKEE 34.3 64.6% share 

All this, plus the fact that Romero's 
available to do commercials. No 
wonder he has so many happy 
sponsors! 



CESAR ROMERO, starring in . . . 
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had seen a few tv shows at one time 
or another, us-ually while visiting in a 
t\ owner's- household in Fort Wayne or 
elsewhere. Practicalh Jiobody was 
completely "non-exposed' to Iv before 
the survey. 

Said Coffin: "Had it been possible 
to measure them before any tv expo- 
sure the changes shown in this repoit 
would have been larger." 

Tv moves in; It's axiomatic in ad- 
vertising that the amounl of time peo- 
ple spend with a medium is an index 
of the advertiser's opportunity to get 
across bis message in that medum. 

hi Fort Wayne's new tv households, 
tv gave admen plenty of this t\pe of 
opportunity (see chart of '"-Media min- 
utes daily,'" page 41 I . 

Sa\s the official NBC study presenta- 
tion : 

" Television increases the media time 
for each person by more than an hour 
and a quarter each day. Hut all of this 
increase, plus the 84 minutes they 
'take' from other media, goes to watch- 
ing television." 

.Not only does tv occupy more time 
in tv households than all the other me- 
dia combined, it becomes the home's 
most powerful source of "remembered 
advertising," NBC's study shows. 

Tv owners were asked if and where 
they had noticed any advertising for 
three such widely advertised products 
as new ears, laundry soap, cigarettes. 
Before the start of Fort Wayne tv, only 
9 f i of the people who nltimatelv 
bought sets said they received adver- 
tising impressions from tv. 

But. after they bought tv sets and 
started watching the local outlet, the 
figure soared to 85%. 

"•lii'fori'-iiiirrfuisc*" sell: For the 

firsl time in a major research project, 
I ho \BC TV si tidy explores the way 
lelevision works to condition custom- 
ers all along the road thai begins with 
tuh er Using impression and ends with 
purchase. 

These were some of the highlights: 
• Brand names and product use: Re- 
searchers asked respondents: "What is 
(his product?" "What does it do?" 
when brands were mentioned. The an- 
swers show that tv does a top job of 
teaching people to associate brand 
names with products, and their uses. 
In litis case, the job was done, on the 
average, in just three and one-half 
months. 

Coiioet identification of Kent cig- 



arettes as the result of its network tv 
advertising (on CBS TV, incidental- 
ly) shot up from 27% to a level of 
63% among new set buyers — a clear 
gain of 74%. Beautiflor, a Johnson's 
Wax Product, jumped from 41 % to a 
new level of 57%. RCA Estate Ranees 
improved from an already-high 51% 
to a higher 65% . 

• Trade marks, package designs: 
People who can identify trademarks 
generally know the brand name and 
the product it stands for. To test tv's 
ability to make trademarks (and other 
distinctive product features) more rec- 
ognizable, viewers were shown cards 
on which were shown a half-dozen 
"masked"' trademarks. 

For institutional advertiser U.S. 
Steel, who uses tv for public relations 
but makes widespread use of its trade- 
mark on its program credits, trade- 
mark identification shot up from 29% 
"before tv" to 69% "after tv." Arm- 
strong's encircled "A" trademark went 
from 1% to 13%. Even KCA's famous 
"His Master's Voice" trademark of dog 
and phonograph rose from a level of 
66% to a new peak of 82%, although 
the device has been in use for nearly 
half a century. 

• Product reputation: Tv makes peo- 
ple's attitude toward products change 
even before they have become custom- 
ers for the products. Women were 
asked to score their opinion of vari- 
ous tv-sold household brands on a 
scale ranging from "poor" to "very 
good." These were some of the results: 

The average brand climbed 41%. 
Pride, a household wax, was rated 
"very good" by 50% more women 
than before tv. Lilt's rating in top 
spot climbed 42%. Cheer climbed up- 
ward almost exactly the same amount 
—41.5%. 

• Brand preference: Tv, the research- 
ers learned, swings a lot of weight in 
the final stages of pre-purchase think- 
ing; it often tips the scales in favor of 
a clear-cut "brand preference" for tv 
brands vs. brands not sold on televi- 
sion. 

A number of well-known brands 
were paired oil: Lilt and Toni, Crisco 
and Spry, Colgate and Pepsodent, Pet 
Milk and Carnation. Fort Wayne tv 
viewers were asked: "Which brand is 
heller?" 

The average tv-sold brand started 
out practically on a par with non-tv 
competition. Brand preferences, in 
other words, were practically balanced. 
But, after a few mouths of tv exposure. 
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set buyers gave the nod to the tv 
brands in a two-to-one preference. 
Most eye-opening gain: Pet Milk, 
which started out 19% behind Carna- 
tion, wound up 71% ahead after tv. 
Pet Milk, at that time, was heavy in 
tv in Fort Wayne. Carnation wasn't. 

Tv's effect on buying: As you 
might imagine, the tv-created buying 
pressure finds a release — at the retail 
sales counter. 

One-third more new set owners 
bought the average tv-advertised brand 
after they got their set. Changes in 
the "unexposed" (to tv) group were 
relatively minor. 

For Camay, the number of buy- 
ers actually decreased among non-tv 
reached women. But, Camay purchas- 
ing increased 48% among those who 
did buy sets. Gleem's customers in- 
creased 62%; Maxwell House Coffee's 
went up 88%; Ajax climbed 47%. 

Tv expands a product's market. 
More non-buyers changed to product 
buyers, among housewives who got tv 
sets as compared with those who 
didn't. For the typical product cate- 
gory, the conversion rate (non-buyers 
who became buyers) was one- fourth 

★ ★★★★★★★ 

**If we can believe Rodgers & Hammer- 
stein, the King of Siam would have said 
radio-tv ratings are a 'puzzlement.' For 
most programs, there is a wide selection 
of ratings to pick from. You can gen- 
erally get any size rating you want and 
the easiest thing of all to get, is con- 
fused. And that's ihe state in which 
most of us find ourselves most of the 
time." 

DR. E. L. DECKINCER 
Vice Pres. in Charge of Research 
Iiioic-Beirn-Toigo 
A'eic York 

higher among housewives owning tv 
than among those who remained "un- 
exposed." 

The tv-sold brands wind up with a 
bigger share of the market, too. 

In all of Fort Wayne, set-owners 
and non-owners together, tv brands 
increased their share of purchasers by 
19% in the package-goods field. Non- 
tv brands fell off 11%. In tv homes, 
the shift was even more apparent: up 
27% for the tv brand's share, down 
17% for non-tv-sold competitors. 

The effect lingers, despite the sud- 
denness with which tv causes changes 
in buying habits. 

Among new set owners (those who 
had owned their sets an average of 
3V2 months), the purchasing of the 
average tv-sold brand before tv came 



to town was 18%. After tv. the fig- 
ure was 24%. 

But among "old" owners (those who 
had owned tv sets for more than a 
year, and anywhere up to five years), 
the figures were quite similar. Of this 
group, 19.1% bought the average tv- 
sold brand before they owned tv. Even 
several years after they owned tv, the 
figure was 24.6%. 

This is how NBC TV's Tom Coffin 
summarizes the basic lesson of the Fort 
Wayne study: 

"Every new family that buys a tv 
set becomes a new 'Fort Wayne house- 
hold.' Every new program creates a 
new 'Fort Wayne community.' Every 
new station added to a tv lineup es- 
tablishes another 'Fort Wayne' for the 
advertiser. 

"Television is a tremendous adver- 
tising force with an inherent talent for 
doing an intensive pre-selling job that 
is so vital in marketing today. It is a 
force for growth-minded, survival- 
minded manufacturers." * * * 



TOP 100 ADVERTISERS 

(Continued from page 37) 

tures in newspapers are published by 
the Bureau of Advertising of the 
American Newspaper Publishers Asso- 
ciation, spot radio and tv sources are 
limited and no dollar figures are pub- 
lished for individual advertisers. To 
attempt to get spot dollar figures for 
the top 100 advertisers for both 1948 
and 1954 would be a superhuman task. 

To include "print spot" (newspa- 
pers) without air spot figures in the 
chart would have weighted the figures 
in favor of print even more than PIB 
figures do. PIB figures are for gross 
time and space. On the one hand they 
do not include discounts, which are 
greater for air media than print me- 
dia, and thus inflate air media spend- 
ing. On the other hand, they do not 
include production costs, which are 
greater for air media than print media, 
and thus deflate air media spending. 

On the balance, the picture is some- 
thing like this: For radio network top 
discounts go to about 25% during the 
day and about double that figure at 
night. To these net time costs, how- 
ever, McCann-Erickson adds about 
50T for production. Since not all ra- 
dio web discounts reach the maximum 
cited, it would seem reasonable to as- 
sume that production costs almost 
balance the discounts. 



I WILKES- 




GOES FOR 
ROMERO... 
AND HOW! 

Cesar Romero, starring in Passport 
to Danger , is as "hot" in Wilkes- 
Barre as he is in other cities, with a 
16.9 rating plus 39.7% share-of- 
audience (source: ARB, Feb. 1955) 
And here are more ARB ratings: 



SAN ANTONIO 26.1 56.4% share 

MILWAUKEE 34.3 64.6% share 

CINCINNATI 25.6 48.2% share 

JACKSONVILLE 37.0 86.7% share 

Advertisers go for Romero, too! 
No wonder: he's big "box office," 
and what's more, you can build 
exciting promotions around his 
name. Call us and check on 
your market. 



CESAR ROMERO , starring in . . . 
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Star of 

"Matinee in Birmingham" 

5 to 6.30 p.m. 

"Songs in the Night" 

10:30 to Midnight Monday-Friday 



Stars Sell on 
Alabama's 

greatest RADIO station 




Don is a newcomer lo WAPI but is 
a veteran radio man, having 8'^ 
>e.irs experience with leading radio 
stitions in the Midwest. Although he 
lias been in Alabama for only a few 
weeks listeners agree that Don's 
smooth, relaxing music is just what 
they want to hear on afternoon and 
laic nighi disc-jockey shows. 

You can SELL 

Your Products 
to Alabama folks 

If you TELL 

them on programs 
they enjoy hearing 

Ri ftrrM-nti-d by 

John Blair & Co. 

Harry Cummings 
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l or web tv. however, while the dis- 
count- inner go higher than 25' i . the 
production costs almost equal net time 
i osts. McCaumEiicksOn adds 85',< to 
net time costs for the talent and pro- 
duction factors. Thus, for each $1 
the £idverti:-er actually spend? on net- 
work tv time, the P1B figure is no 
greater than SI. 33. hut the total ex- 
penditure is really SI. 85. (These fig- 
ures, of course, are averages. ) 

Despite the fact that 1MB figures do 
not represent actual dollar expendi- 
tures, thev are useful for purposes of 
comparison, since the same measure- 
ment is used for all advertisers. And 
because they use the gross one-time 
rates, PIB figures give an excellent 
measure of the amount of space and 
time actually purchased. 

The trends: The increase in the use 
of network advertising by the top 100 
1954 PIB advertisers was not concen- 
trated in any part of the list, except 
at the very top. Of the top 10, nine 
increased their share of advertising 
going lo network expenditures from 
1918 to last year. Among the top 25, 
the figure was 19: \mong the top 50. 
the figure was 32: among the top 100, 
as previously mentioned, the figure 
was 69. 

Of the total. 24 decreased the share 
going to network advertising, while in 
the case of seven there was no change. 
Of these seven, one Pet Milk spent 
all of its national media money in net- 
work advertising in both 1948 and 
1951, These expenditures almost 
tripled, going from Si to $2.9 million. 
During this same period, newspaper 
expenditures, according to A\PA 
figures based on Media Records, went 
from $58,000 to $271,000. 

The other -;ix spent no money in 
network media either \ear. Three of 
them are liquor manufacturers, whose 
advertising is not accepted on radio or 
tv in the first place. Also among the 
lion-spenders were CI licit. Peabody; 
California Packing, and Eastman 
Kodak. 

Of the trio. Eastman Kodak has since 
joined tlic ranks of network tv clients, 
Cluell. Peabody, makers of Arrow 
shirts, is a member of an industry tra- 
ditionally hostile to air advertising, 
leaving California Packing, makers of 
Del Monte products, as the only real 
hold-out againsl network advertising 
among the toji 100. i Del Monte now 
um's spot radio, however.) 



It i> interesting to note that in 1948 
fully 35 of these 100 clients were not 
in network advertising — which means 
not hi network radio — while in 1954 
31 of these 100 did not use network 
radio. However, these figures hide a 
certain turnover since a number of ad- 
vertisers who did not use netw ork ra- 
dio in 1948 used it in 1954 — a dozen 
to he exact. 

In addition, another 18 increased 
the amount of time bought on network 
radio. This does not always mean 
these advertisers spent more money on 
network radio, since the PIB figures 
are gross and discounts have greatly 
increased since 1948. However, it does 
mean these clients are buying more 
units of programing. 

This group includes some of the 
blue chip accounts: Ceneral Motors. 
Colgate, Chrysler, P. Lorillard, Kel- 
logg, Miles Laboratories. Pillsbury. 

So, despite the drubbing network 
radio billings have taken, the value and 
economy of this medium have actually 
attracted a greater number of 1954's 
Top 100 and a greater use of it in 
some cases than during its peak year. 

As for network tv. since there was 
so little use of it commercially in 1948 
PIB did not measure it, so that all who 
use it now are "new"' users compared 
with seven years ago. These "new - "' 
users total 89 of the 100. 

The r*tii/.iii«/.s: A study of the change 
in rankings and ad expenditures 
among 1954"s top 100 from 1918 to 
last year provides a fascinating study 
of advertising in motion and a cap- 
sule glimpse of a marketing revolution. 




"Since KRI2 Phoenix has been ad- 
vertising Dydee Service, business 
has soared." 
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In the first place, advertising expen- 
ditures are up for nearly everybody. 
Only half a dozen of the top 100 firms 
showed a decline in national media ex- 
penditures. This growth picture, of 
course, is in line with the national 
growth in advertising. It is due partly 
to a boom economy, partly to the fact 
that many of the top firms have ex- 
panded sales through diversification of 
brands, partly to dollar inflation, part- 
ly to increased costs of advertising in 
some media and partly to a general in- 
crease in the ratio of advertising to 
sales. 

Increased spending in all PIB media 
from 1948 to 1954 came to 60%. This 
is pretty close to the figure for all ad- 
vertising as shown by the McCann- 
Erickson calculations — 67%. 

This expansion in ad expenditures 
does not mean that the top 100 have 
been able to ride a trend. The great 
number of changes in ranking shows 
that sales increases have not been au- 
tomatic, that some advertisers have not 
been as fast on their feet as others, 
that competition is still the order of 
the day. 

Only two of the top 100 held the 
same rank last year as they did in 
1948. They are P&G, still firmly in 
first place, and U.S. Steel, which seems 
to have developed a liking for No. 66. 

It is not surprising that the increases 
in ad expenditures shown by the pair 
are close to the national averages as 
shown above. For P&G the hike in 
national media spending was 66% ; for 
U.S. Steel it was 69%. 

However, both firms have reduced 
their newspaper expenditures. Since 
these figures are not included in the 
PIB increases, this would indicate 
these two firms are increasing ther 
advertising at a slower rate than the 
national figure. Business magazines 
aside, this appears to be true of U.S. 
Steel. 

It is probably not true of P&G. In 
the first place, P&G spent nearly $12 
million in spot radio and tv last year 
(See part two of P&G story in this 
issue, page 38). It is the No. One tv 
spot advertiser, according to Rora- 
bough Report. Secondly, the full im- 
pact of P&G's recent plunge into night- 
time tv has not been reflected in PIB 
figures. 

As for the other 98 of the top 100, 
the changes in ranking are varied, 
ranging from slight to extensive, with 
the emphasis on the extensive. Fully 



31 of the top 100 last year were not 
among the top 100 in 1948. Three of 
the ''newcomers/' Scott Paper, Kexall 
Drug and Avco. are now among the 
top 50. More than a dozen are now 
among the top 75. 

Those in last year's top 10 were all 
near the top in 1948; none of them 
was below No. 16 ranking at that time. 
However, some of 1948's top 10 have 
dropped considerably. Sterling Drug 



was No. Six in natonal media ad\er- 
tising in 1918, is now No. 26. This is 
partly due to a switch Irom network 
radio to spot radio, which is not in- 
cluded in PIB figures. Swift fell from 
No. Nine to No. 18, but this is partly 
compensated for by an almost 50% 
increase in newspaper spending. 

Other changes in ranking also point 
up switches in media strategy. Kellogg 
was No. 48 in 1918. is now No. 19. 
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Tins reflects a strong move into net- 
work advertising out of newspapers, 
with weh tv accounting for more than 
half of all national media spending. 
Kellogg also npped its network radio 
hming. Its 'hare of national media 
money going into network advertising 
went from 46.7 to 70.4 %. 

Another client whose ranking lias 
gone up along with a heavy weh tv 
investment is P. Lorillard. The tobac- 
co firm moved up from No. 40 to No. 
13 as a result of the quintupling of its 
national media spending. Here, too. 
network tv accounts for more than 
half of this spending. However. Lor- 
illard's print advertising was also in- 
creased although there has been a 
nio\e out of supplements. 

The six firms which showed a dollar 
decline in national media expendi- 
tures are besides Sterling and Swift 
Schenlev. Kaiser, Prudential and 
Manhattan Soap. 

f tiff u.vl !<!/ trends; The extent to which 
advertisers as a group increased their 
share of network advertising — detailed 
for the top 100 above — is pointed up 
hy PIB media totals. 

While total PIB figures went up 
60'? from 1948 to 1954. network 
spending went up 130% , or more than 
double. This is due to tv. of course, 
since network radio spending in 1951. 
was only 69' v of 1918, However, the 
network total has been at the expense 
of print, for magazines and supple- 
ments have gone up only 31 and 52%. 
respeetivelv. ("National newspaper ad- 
vertising has also gone up 52%.) 

Network spending now aecounls for 
40% of PlIJ total, compared with 28% 
( for network radio) in 19-18. It is in- 
teresting to note thai the share of 1Mb 
spending going to network tv hist \ear 

28' t was identical to the radio fig- 
ure during web radio's best vear - — 
1948. And tv is still growing. 

Because of this it is not surprising 
thai network spending in all the major 
I'll? industry categories shows in- 
creases from 1 C H8 lo 1954. llo\ve\er, 
the increases \ ary considerably. Among 
the top 20 PIB categories. 13 showed 
network increases thai were larger per- 
centagewise than the a\erage 130%, 
increase. 

Those categories whose increases 
were larger than average were: auto- 
motive, automotive accessories and 
equipment, M) !■% ; smoking materials, 
163', : household equipment and sup- 



plies, 247'( ; soaps, eleansers and 
polishes, 138% ; apparel, footwear 
and accessories, 160' industrial ma- 
terials, 300%; beer, wine and liquor, 
790% ; building materials, equipment 
and fixtures, 175%; household fur- 
nishings, 2191; transportation, hotels 
and resorts, 497 c '< ; radios, tv sets, 
phonographs, musical instruments and 
accessories, 577%; offiee equipment, 
stationery and writing supplies, 194% ; 
jewelry, optical goods and cameras. 
301%. 

Those whose increases were smaller 
than average were: food and food 
products, 97% ; toiletries and toilet 
goods, 111% : drugs and remedies. 
56% ; gasoline, lubrieants and other 
fuels, 52% ; consumer sen ices, no 
change: confectionery and soft drinks, 
15%} ; insurance, off 3%, 

Though not showing the largest per- 
centage or dollar hike, perhaps the 
most striking and significant inerease 
is that shown by the auto industry. It 
is significant because the industry, 
which as a group was second onlv to 
food in national magazine and news- 
paper ad expenditures in 1948 and had 
been wedded to print, has turned to 
network spending with sueb a lavish 
band. 

A brief look at network tv schedules 
discloses that Oldsmobile. Buick, Ford. 
Chrysler have all eome in this season 
with big shows. In network radio, the 
auto firms are bu}ing more time than 
they did in 1948. This air surge has 
not been a gradual increase. It has 
taken place within the past two or 
three \ears, was started hy intense 
competition and continued as the auto 
business showed a sales strength that 
surprised even the auto people them- 
selves. 

1 he sharp spurt in network auto ad- 
vertising has not been at the expense 
of print. As a matter of faet the auto 
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industry is now tied with the food in- 
dustry as the top national advertisers 
in newspapers and magazines, the rea- 
son being that newspaper auto adver- 
tising has increased much faster than 
national food advertising since 1948. 
Both industries spent about $165 mil- 
lion each in magazines and newspa- 
pers last year. 

Despite the auto industry's loyalty 
to print, network advertising is grow- 
ing at a faster rate than print. In 
adding newspaper expenditures to P1B 
figures (though they are not strictly 
comparable) it is found that while in 
1948 national newspaper and maga- 
zine spending by auto firms was nearly 
13 times as large as network spend- 
ing, by 1954 this gap had narrowed to 
a little more than four times. Network 
spending during that period has quin- 
tupled, according to PIB figures, while 
print spending did not quite double. 

These figures take into account 
spending by auto equipment manufac- 
turers as well as auto manufacturers. 
However, the increase has been pri- 
marily due to spending by the Big 
Three. -k -k -k 
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MIRACLE OF TV 

(Continued from page 47) 

Steiger, and Richard Kiley, who had 
never done much acting before tv. But 
they put their hearts into it. Like the 
night Maria's famous mother. Marlene 
Dietrich watched them rehearse a slug- 
ging scene and urged her daughter not 
to duck the punch. She didn't and we 
revived her just in time for the broad- 
cast. 

Meanwhile, we were selling goods — 
all kinds. Toothpaste, toothbrushes, 
mouthwash, liniments, and shampoos 
on this show. But we had a problem. 

For a medium-sized company like 
ourselves, the rising cost of tv was a 
tough weekly nut to crack, but we did 
it by sharing those precious minutes of 
commercial time between four prod- 
ucts. We had a pre-show cow-catcher, 
Omega Oil; an Amm-i-dent opening 
and middle announcement; Py-Co-Pay 
Toothbrush got the closing announce- 
ment; and then came a 20-second 
hitchhike plug for Minipoo Shampoo. 

That was before they started bring- 
ing the stopwatch into the studio and 
our commercials would rim five and 
sometimes six minutes in a half-hour 
show. Within three years that was 
whittled down to three minutes; and, 
the stopwatch was there to make sure 
we didn't run a second over! 

But these little products — Py-Co- 
Pay, Omega, and Minipoo — made 
their first tv advertising appearance on 
Danger and what happened to them is 
a sort of historic bit in itself. 

Omega is an old-time liniment; been 
around for about 40 or 50 years. It 
was such a hopeless product some 
years ago that we were able to pur- 
chase it from Colgate and after we had 
it a few years we understood why they 
were so anxious to sell it. 

So back in the early Forties the 
Block Drug Company experimented in 
all kinds of advertising — newspapers, 
car cards, radio — try ing all kinds of 
copy appeals . . . and with little suc- 
cess. In 1948 and 1949, using radio, 
the product suddenly started to lift and 
we d get an order for a dozen here and 
a dozen there, just about enough to 
pay for the advertising. 

But that Omega Oil cow-catcher on 
Danger changed those dozens to gross, 
and gave Omega Oil the greatest year 
in the product's history — and all with 
just a 20-second announcement a week. 

And the story is quite similar on 
Minipoo Dry Shampoo. Minipoo was 
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a product we'd purchased from the 
\ ick Chemical Co. around 1946. And, 
believe me. when \ irk sells you some- 
thing, it's onlv because they've tried 
ever\ conceivable wax to promote it — 
without success. So we bought another 
lemon. 

The powder used to get all over the 
gabs hair and they'd scream we'd given 
them dandruff instead of a shampoo. 
The product came with a terry cloth 
mitten applicator into which they'd 
shake the Minipoo powder. The lint 
would come loose in the mitten as they 
used the applicator, and the combina- 
tion of the powder and the lint made 
their hair look like they'd been out in 
a -nowstorm. 

W ell, we improved the product. The 
mitten was replaced by a brush and 
the mode of usage was changed to 
avoid the excessive powdering. We 
wound up with a product, then, that 
did the job — "as advertised.'" 

But now that the product was satis- 
factory, the advertising also stood in 
need of repairs. Vick had advertised 
the product in women's magazines for 
years. It produced some sales, but not 
enough sales. 

So we tested radio and tv. Both 
worked, but the impact of the tv an- 
nouncements was such that nothing be- 
fore or since has equaled its selling 
power. Minipoo, the hitchhiker, there- 
fore, had the same experience as Ome- 
ga Oil. the cow-catcher. Thev both 
got volume sales with a minimum of 
advertising pressure, and tv was the 
ke\ that opened the door. 

Py-Co-Pay. however, i- our most fa- 
mous hitchhike story. L T nlike the two 
pievioush mentioned products, Py-Co- 
Pay had never been advertised to the 
public. It was promoted ethically: de- 
tailed to dentists In our professional 
i cprescntath es. These dentists then 
recommended the IN -Co-Pa) tooth- 
brush to patients and that's how the 
hiisinos went. 

But when the costs of network tv 
made it necessary to bring other com- 
pany brands into the Danger picture, 
we reelected Py-Co-Pa\ with some mis- 
ghings. It turned out to be the break 
P) -Co- Pay had long needed. 

With a 20-seoond announcement on 
Danger, our P\-Co-Pa\ business tripled 
in three \ ears' time. And then, an in- 
teresting thing happened. 

It became another product's turn to 
lake the hitchhike spot on Danger and 
P\ -Co-Pa\ was pulled off. A few 
month- later sales started lo decline. 



We put Py-Co-Pay back on and sales 
started to go right back up again. Now 
that's something you might expect. But 
the interesting sidelight is that when 
Py-Co-Pay went back into Danger, it 
returned as an alternate-week adver- 
tiser — and this little, 20-second spot 
appearing once every other week wa? 
powerful enough to increase sales of 
a million-dollar item. 

If ever we witnessed the magic of 
tele\ision, it was through this P\ -Co- 
Pay experience. It showed that tele- 
vision's power could be turned on and 
off like a faucet, and it also showed 
that even a little power could be a 
dangerous thing. 

The power of television! 

Last \ear we sponsored a network 
program ealle.d Name That Tune. An 
inexpensive little show, it had tremen- 
dous human appeal. Folks would send 
in songs hoping they 'd be used on the 
program, and if they were, they'd re- 
ceive modest awards. We added a lit- 
tle touch — told them if they 'd send in 
a boxtop with their entry we'd give a 
savings bond to those whose songs 
were selected. 

We were totally unprepared for the 
response. 
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With just three announcements, we 
received over 830,000 boxtops; and the 
saddest fellow on earth was the guy 
who'd contracted to soil the mail for 
$75.00 a week! 

Or a more recent experience. 

W e brought out a new product, a 
sleeping pill called NYTOL and gave 
television the bulk of the campaign 
money. Walter Abel flew through an 
electrical storm from Minnesota to do 
the commercial for us. And thank the 
Lord he got through — for the minute 
that commercial hit the airwaves we 
were in business. Over and over again, 
we heard the phrase, "I want that pill 
Walter Abel advertised on tv.'" 

That's the miracle of television! 

But the real miracle was Amm-i- 
dent! 

Study this brand's position in the 
hectic dentifrice business for a mo- 
ment and you'll see why the word 
''miracle" is not over-descriptive. 

In the first five years of Amm-i- 
dent s life, this product was promoted 
without any sales force. We had a 
sales manager, but he had no sales- 
men! Compare this with Colgate's 
several hundred salesmen, or even 
Kolvnos with a hundred men in the 
field. 

Next, we had limited advertising 
monies to spend. Sure, we were spend- 
ing in the two-to-three million-dollar 
bracket, but what was this compared 
to the ''spend-abi lilies ' of companies 
like Colgate, Lever Brothers and, more 
recently, Procter & Gamble who spend 
anywhere from 10 to 20 million dol- 
lars a year advertising a toothpaste. 

Then there was the matter of com- 
petition within television itself. Where 




"Humph! She wants to tell me 
Bill Bailey's latest gag on KRIZ 
Phoenix." 



we had one program, our competitors 
had two, three, four or five. And, be- 
cause of their many high volume prod- 
ucts, their costs of advertising a tooth- 
paste were considerably less than ours. 

And then there were the food stores. 
We had no products going into the 
grocer}' stores, whereas our competi- 
tors had soaps and detergents and 
oleomargarine. Imagine going into a 
chain like Kroger and trying to look 
big and important when they were al- 
ready buying several million dollars' 
worth of vour competitor's products! 

Well, I won't belabor the competi- 
tiveness of the situation. 

You could look at its objectively 
and say, "What guts! What are you 
guys doing in the toothpaste business. 
Get out while you're ahead of the 
game!" 

But there is one great and impor- 
tant element that seems to K.O. all the 
statistics — an element called ''the 
American public." 

And without salesmen, but with 
good advertising, they're your salva- 
tion. When a consumer wants a prod- 
uct badly enough, she'll get it. She'll 
badger her druggist, or the floor man- 
ager in a super market, or the girl at 
the check-out counter. And the result 
is what you'd expect. 

The stores stock your product. 

Your competition may come in and 
move your displays, take down your 
posters, or malign you to the trade. 
They may run 20 announcements to 
your two; and give Mixmasters, bal- 
loons and fountain pens, when all you 
can give is profit. 

But as long as the public wants you, 
and as long as your product satisfies 
their needs, they'll keep coming back 
for more. 

Yes, this is the American public. 
Impulsive, independent; generous one 
minute; selfish the next. 

And uncontrollably confusing — 

The most confusing, the most mis- 
understood, and certainly the most 
mystifying body on the face of this 
earth, is what we generally call "the 
American public." 

You could get very basic at this 
point and recall what the professors 
in psychology taught you back in col- 
lege; that you may predict human be- 
havior, but you can't control it. 

And basically, that's true. 

If it weren't there would be no need 
for poll takers nor consumer research 
of any kind. For knowing how the 
public would respond to an idea, you'd 
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hist predict what they'd do, then ar- 
range for them to do it. 

Well, fortunately for the advertising 
man. life isn't that simple. 

I sa\ fortunately, for if it were, the 
people with the most money would 
just keep on making and spending 
more and more, and the little guy 
wouldn't stand a prajer. But the fact 
that the amount you're able to spend 
is not the sole measure of success hi 
our business (though it helps) is the 
reason a Class Wax out in Bismarck. 
North Dakota, or an Amm-i-dent in 
Jersey City, or a product like Soilax 
out in St. Paul can take on the giants 
and still come up with a mighty nice 
multi-million dollar business. 

W hether it's politics you're selling, 
or Polident fas we are selling), un- 
derstanding the American public is so 
important, it simply needs underlining 
rather than mentioning at this mo- 
ment. 

Hut how often, in the important 
moves we make — radio, television, ad- 
vertising, and political decisions — do 
we overlook the fact that most of these 
ultimate decisions are completely out 
of our hands. 

You could sit here in convention, 
for example, and argue the merits — 
and demerits of subscription televi- 
sion until you're blue in the face. And 
yet the final, and important, decision 
will not be made here, but in the 
American mind, where someone will 
say. "I'd rather watch a re- run on my 
set than pay two bits or two dollars 
to watch a fir.-t run, first-rate show 
... or vice versa." 

You know, as you start to earn a 
litde money in our business, you some- 
times forget the way things used to 
be. Who of us, for example, if we 
drop a penny out of our poekets and 
see it roll off the curb will bother to 
pick it up? Vet the other day, talk- 
ing to the manager of an A & P store, 
1 learned that an) - number of his cus- 
tomers will walk five or six blocks to 
save a penn\ on a can of beans. 

And then, in understanding the pub- 
lic, there's the problem of recognizing 
that across this vast expanse of the 
1 niled Slates, the public mav all be 
Ymerieaiis, but thev sure react differ- 
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entl) to the same idea. 

^ ou discover these fundamentals 
when you start advertising. 

You learn, for instance, that a new 
product can die in conservative New- 
England and he a howling suecess in 
progressive California. You learn that 
the word *'pain" has a lot of meaning 
in Newark, but that "miseries" is the 
selling word in Nashville. You learn 
that Omega Oil advertising can pro- 
duce customers in Boston, but the same 
ads in Buffalo fall flat because they're 
competing with Groblewski's Liniment. 

Certainly those of you who pio- 
neered in radio learned this lesson 
early. The disk jockey on the New 
York station could be a terrific suc- 
cess, but put this same guy on a net- 
work and he'd lay an egg. Why? Be- 
cause the records that were right for 
New York were wrong for New Or- 
leans — which is the reason the barn 
dance programs are the weekly rage 
in some cities and have never gotten 
off the ground in others. 

Ask any advertising man about the 
racial factor and he'll tell you that 
the Poles in Buffalo, the Puerto Ricans 
in New York, the Spaniards in San 
Antonio, all require special handling. 
Wliat's accepted by one group is often 
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rejected by the other; quite often not 
because of the message itself, but the 
way it's put. 

Or take the questiun of buying pow- 
er. Certainly, the statisticians will 
show )ou city by city where the buy- 
ing power of America lies. Rut here 
again you can go haywire accepting 
surface figures. 

For example, the sales of lingerie 
per thousand families is $44,433 in 
Memphis but only $10,963 in Spokane. 
I can only figure from this that the 
gals in the state of Washington are a 
lot more interesting to know than the 
Memphis lassies. 

Or take this city of Washington, 
D. C, The sales per thousand families 
of hard surface floor coverings here is 
only $4,021 as compared to $16,482 
in Salt Lake City. Not that there 
aren't as many floors in Washington 
— just more lobbies! 

Or take the factor of age. You could 
guess (as I used to) that across the 
United States the age groups would 
break down pretty much into the same 
percentages. Yet our own experience 
in selling denture products such as 
Polident and Poli-Grip shows very 
definitely that California and Florida 
have many more persons over 40 than 
other states. 

When it comes to buying habits, you 
can really go off base guessing how 
the American public will perform. 

You would guess, for example, that 
women do <°>5% of the buying — a 
shopworn statistic that's about as true 
as the 12-year-old mentality kick. Ac- 
tually. 68% of U. S. men shop for 
groceries once a week or more. And 
similarly, you'd go wrong guessing 



about the purchasing of beer. Good 
sound common sense might tell you 
that men buy most of the beer in this 
country; but good sound statistics 
have measured the buying at 51% 
female and only 49% male. 

Suppose as a politician you decided 
to go after the vote by a specific cam- 
paign aimed at the home owner. You'd 
do very well in Michigan, where 67% 
of families own their own homes, but 
in Washington, I). C, that figure drops 
to only 33%, indicating the unsettling 
nature of a job in Washington. 

So what has all this got to do with 
radio and television? Just this— 

Radio and television are public 
property. We, as advertisers, may de- 
liver the commercials and the dollars 
to you, but our success or failure still 
lies in public hands. And you, the 
transmitters of both programs and 
product, actually how successful can 
you be Unless the public tunes to your 
station? And those of you whose duty 
it is to regulate this industry', how 
basic to your decisions, is the phrase, 
"in the public interest?'' 

Well, at this point you may be ready 
to concede (if you haven't already ) 
that your fortunes and misfortunes lie 
in the hands of the public. If so, then 
we've a common starting point for un- 
derstanding these 164 million Ameri- 
cans. 

It's like a letter that arrived one 
day when we were sponsoring the ra- 
dio soap opera Just Plain Bill. "How 
dare you," this woman wrote, "permit 
Donald to go into Kathy's bedroom 
when you knew she was married to 
another man!"' "Last night." she con- 
(Please turn to page 109) 



effective June 1st 

WALKER 

REPRESENTATION CO., INC. 



will become national representatives for 

680 iir "o T TVT music and 

on the dial y ^ news 

St. Petersburg, Florida 
Arthur Mundorff, owner-manager 



QUEEN ISABELLA 

hocked her jewels for a fella 
to prove the world was round. 
The chaiiee she was taking 
was rather world shaking, 
suppose lie had run aground"? 
But Christopher knew 
what his three ships eould do 
and his discovery of America 
was in. 

To parallel his feat 
we repeat and repeat, 
you can discover success 
onWPl X. 

When you discover WPIN, you 
have unearthed the daytime sta- 
tion preferred by more local ad- 
vertisers. 

WPIN's clear channel signal serves 
a market of 790,300 people with a 
buying income of $989,640,000.00. 
This dominant news station is the 
West Coast of Florida's best day- 
time radio buy ! 

WPIN 

680 Clear Channel 

Offices and studios in the 

Eoyal Palm Hotel 

St. Petersburg, Florida 

Arthur Mundorff, Owner-Manager 

Kepresented Nationally by 
Walker Co., Inc. 




Always the Best 
Independent in the Market! 



Boston 

Cleveland 

Dollos 

Denver 

Des Moines 

Evanston, III. 

Evonsville, Ind. 

Houston 

Indianapolis 

Jacksan, Miss. 

Kansas City 

Huntington, L.I. 

Louisville 

Milwoukee 



WCOP 
WOOK 
KLIF 
KMYR 
KCBC 
WNMP 
WIKY 
KNUZ 
WXLW 
WJXN 
WH8 
WGSM 
WKYW 
WMIL 



New Orleans 
New Yark 
Omaha 
Portland, Ore. 
San Antania 
San Froncisca 
Seattle 

Springfield, Mass 
Stockton ,Ca I 
Syracuse 
Tulsa 

Wichita, Kon. 
Worcester,Mass. 



WTIX 
WINS 
KOWH 
KXL 
KITE 
KYA 
KOL 
WTXL 
KSTN 
WOLF 
KFMJ 
KWBB 
WNEB 



Canada 

Calgary, Alberta, Canada 
New Westminister, B.C. 

— '••« . 



Onl y one 
in each 



market 




CKXL 
CKNW 

Membershi p 
by invitation 



only 
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It VIS. stations, ntnnni'artnrers r«o/»fi"H<p to sell radio sets 



V campaign ha- ju-t been launched 
ij'i Mj\ i to double the sale of lioine 
radio -el- in 10 sclent markets. The 
( ain[Jiii^n, a cooperative endea\ or bv 
>i\ large manufacturers of radio sets, 
over 70 stations and the Hadio Adver- 
tising Bureau, i- aimed at 10 metro- 
politan test area.-. 

1 here are fi\ e phases of the test 
t ampaign. eat h of which stress a sep- 
arate theme. The pliases are: il) 
portable-; (2i radios as a gift; (3i 
radio.- for the hedroom; I I) radios 
for the kiti hen: I 5 I a trade-in-} our- 
old-set promotion. The aim of the en- 
tire campaign, according to RAB 
President Ke\in Sweenov, is to raise 
the sale- of home radio sets from its 
present lewd of 7-8.000. 000 per v car to 
a\m\f 15.000.000 in !<),%. 

Cooperating stations will earn gen- 
eral announcements and the manufac- 
turers will simultaneous^ run an- 
nouncements promoting their individ- 
ual brands. In addition, dealer-dis- 
trihutor cooperative advertising on a 

Cisco Hid film show draws 
henry ion mail itt Kritain 

Despite the traditional British re- 
-er\c. the Western t\ film drama has 
taken BBC viewers 1>\ storm. Xiv T\ "s 
popular Cisco kill, whiih started last 
fall n\er the • < >\ ei ninenl network, has 
I" mi mining nunc than 2.000 fan 
li tt<T- per week. 

\<tording to Xiv souiics. mo.-t of 
tli n nl tomes from \oungsters re- 
ipii--tiii» .intip'Tiphid pi lure- of the 

two -l.ir-. I ln*-< ici|ln-|- air pi'Ollipt- 
fdled bv the /iv -tudiu- in llollv- 

W olrd. 

I!i-poii-< to the (,i\cn kul ha- not 

><i-ll III) lied to I li^Il-ll -prakill ' < < ill il - 
Irn- \ ^paiii-h-|angiiage Mi-ion of 
tin -< i if- l( Iei,i-t in Puerto Hi, () dicu 

<, .UIKI retpie-t- for photo- of Ci-ro and 
I'aielio in |r— than tlnee month-, with 
ii" end ii -edit I he -how w ilh the 
1 1 I' -"in (I tru k i- al-o being aiied 

i < lib i. Mi mi o \ ( iie/.uela and ( ,()■ 
I i i I i 



local basis is expected to grow with 
the o\er-all campaign. 

The stations' general announcements 
will consist of a half dozen transcribed 
musical jingles plus dozens of live copy 
announcement.-. After the end of the 
\ear. the campaign will be spread to 
include a total of 25 cities. At present, 
the following cities are being used: 
Dallas. Denver, Kansas City. Nashville. 
Omaha. Pittsburgh, Portland (Ore. I, 
Providence, Seattle and Washington, 
1). C. In these 10 areas, almost every 
station is participating. 

The test is the brain-child of the 
RAB and will have the cooperation of 
General Electric, Motorola, Philco, 
RCA, Stromberg-Carlson, and Zenith. 
I he six manufacturer? are reported to 
handle l)() r c of the home radio set 
manufacturing in this country. 

Storer Itroadcastiny aires 
Alabama free tr station 

The Storer Broadcasting Co. has 
presented the Alabama Educational 
Tolev ision Commission w ith a com- 
pletely operating television station. 
1 he new station. WB1Q, Birmingham, 
was accepted by Raymond Ilurlbeit. 
president of the commission who noted 
that he believed it was the first time in 
the history of the tv industn that such 
equipment had ever been presented to 
a citv or state b\ a priv ate enterprise. 

I he entire ceremony w as broadcast 
b\ \\ BRC- IA , the Storer Broadcasting 
Co. station in Birmingham. The pic- 



ture I below left l shows George B. Sto- 
rer. Jr.. pre.-ident of the company, pre- 
paring to throw the switch that placed 
\\ BIO in operation a? broadcast and 
education dignitaries look on. 

Old ears trarel 00 mill's 
in WOOO's 30th year fete 

To celebrate the 30th anniversarv of 
WOOD. Grand Rapids, stations WOOD 
and WOOD-TV together with the 
Grand Rapids chapter of the Veteran 
Motor Club of America, sponsored a 
00-mile tour for nearl\ 100 antique 
oars. The trip is planned as an annual 
event, and was opened and concluded 




Vintage cars celebrated WOOD's 30th year 

with a radio and tv show from the sta- 
tions" parking lot. 

Prizes were given by the stations for 
novelest costume, oldest car, longest 
distance traveled and even one for the 
driver having the worst luck. 

ISriefly . . . 

Timebmers and admen have been 
receiving a series of mailings from 
WRBL. Columbus, Ga., with a novel 
twist. Each mailing consists of a soil 
sample from a point within WRBLs 
radio and tv broadcast range. Along 
with the soil samples are sent seed, 
nutrients and directions. \\ hen the 
seeds are planted in the desk-top gar- 
den prov ided, a flower blooms. Prizes 
of $10 cash are being offered for the 
first 10 correct identifications of the 
flowers that grow. 

The promotion is tabbed "Rebel 
Harvest," and follows the gardening- 
harvesting theme throughout. '1 he first 
mailing told biners that WRBL- TV 

had raised its power to 100 kw. 
♦ ♦ * 

The League of Advertising Agencies, 
New York, is mailing out a 16-page 
booklet called "What Every Business 
Should Know About Advertising Agen- 
Storor g ves Alabama tv education station t ies." The purpose of the book is to 




0? 



SPONSOR 



make advertising businessmen and 
agencies aware of the exact functions, 
services and abilities of an agency. 

In brief form it outlines the neces- 
sary scope of an agency and advises 
the potential advertiser of the things to 
look for in selecting an agency. 

* * * 

WFIL, Philadelphia, has mailed out 
a promotion piece resembling sales- 
man's portfolio to sell the effective- 
ness of its radio personality, Phil 
Sheridan. The portfolio opens to dis- 
close multi-colored cards in which 
WFIL promotes Sheridan's appeal to 
sponsors. 

* * * 

Mark Evans, who doubles on both 
WTOP radio and tv literally put his 
"Brand Wagon" on the road in the 
Washington area. He mounted a real 
''two-horse power rig" and took to the 
si reels of the nation's capital to help 
promote the Co-op Stores who sponsor 
him. The wagon was loaded with fea- 
tured products advertised by Evans on 
his radio and tv shows. 



WTOP's Mark Evans promotes his sponsors 



A new successful public service 
show has been developed by Syra- 
cuse's WFBL, for sponsorship by a lo- 
cal insurance agent. Coming Events is 
a 10-minute evening show (6:30-6:40 
p.m.) using announcer Hill Thorpe to 
give a complete picture of local events 
affecting 100 or more people. 

Organizations in the Syracuse area 
are invited to submit publicity re- 
leases on their forthcoming projects, 
and Thorpe delivers them over the air 
in a concise manner. Merchandising 
has been sent out to 80 groups in the 
area appraising them of the service, 
and the station describes the re.-ponse 
as "terrific." 

The sponsor, William V. Haggerty, 
insurance agent and central \ew York 
representative for Mutual of Omaha, 
found Coming Events the "right public 
service program for his agency." ac- 
cording to his enthusiastic letter to 




the station. 
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it's a matter of record! 



WCUE spins more pop platters, more 
often, plays the sweetest music, all day 
long. WCUE gives the home folks more 
news, more often; reports on their neigh- 
bors, brings the whole world into their 
homes. You're right on CUE . . . it's 
a matter of record. 

more MUSIC 
more NEWS 
more OFTEN 



Wcue 

Akron's only independent —we're home folkt 

Tim Elliot, President 
John E. Peorson Co., Notionol Representatives 





w-PAL 

of Charleston 
South Carolina 



£N YOL T CHECK 
COY ERA GE , PR O GR A M- 
M I A' G , PERSONA LI - 
TIES, SURVEYS, and RE- 
SULTS, you'll pick— for the 
Charleston market — WPAL, 
dominating the negro market 
in Coastal Carolina . . ." 



For joe & Company 
Dora-Clavton 
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In SAL'l LAKE CITY 

//tut ' ) i o)} tltC 

mth KAY-NAK 



KNAK 







NOW 
GRANTED 
5000 
WATTS 
POWER 




LOWEST COST 

rut i.tsTi- st:/,' is 

SALT LAKE CITY 

KNAK 27 8 I n<le pendent 
Stitlon 27 2 Network 

BUtitm "B" 14 6 Network 
StitiffPi "C" 13.7 N ( t»wk 
RtitUn ■•D - ' 7 2 NeUork 

I Hooprr Ffb 105.5 
1 2 noon |g fi i m I 






Represented 
Notianally by 
FORJOE & CO., INC. 



HHi 




Dave S'liiituoii.v. who heads the neivest all- 
radio rep firm feels there's plently of need for 
creative radio salesmanship in his field. Accordingly, 
he's begun building an organization and station 
list that reflects his philosophy of "we want 
peo]>le who are confident in radio, understand 
smart radio programing, and knoiv hoiv to sell 
radio to top advertisers." Thus jar Simmons has 
landed A'etc York's independent If MEW as a 
client, has hired RAB's Midivestern representative 
Gale lllocki to head Chicago operations, 
lilocki joins the firm on 15 June. 

Dill Mcfirath, manager oj WlIDIl, Boston, 
is a firm believer in giving agency timebuyers and 
spot radio planners the kind oj research that will 
answer any question they carl raise. Accord- 
ingly, he surveyed top Aeiv York agenc)inen before 
launching his third annual Pulse Area Study to 
determine how best to improve usefulness of 
survey. 1955 study will be released around July, 
will contain data on everything from out-of-home 
listening to radio neirs to cumulative audiences 
over long period. Ex-WNEW executive McGrath 
has built WlIDIl to be one of nation's top 
independents, is confident of radio's progress. 



Itavitl Savage, assistant to President Reitb 
Kaufman of Guild Films, is a prime mover in 
the project oj organizing a tv film trade associa- 
tion. Chairman of the committee that is mapping 
out the trade grou;>, Savage feels that "it's 
just a matter of time before the association is 
rolling." Target date is note set for "late summer 
or early fall." Group will tackle such longtime 
headaches as "credit agreements with stations, 
unijorm technical standards, foreign distribution 
practices," hut will jirohably steer clear oj pricing 
formulas in I . S. markets. 

Vrimli I.,. CJiipporf i<'l<l« formerly media chief 
of the Joseph Katz agency, is the new Media 
Director of the Gardner Advertising Co. in St. 
Louis. British-born Chipperfield, who flew six years 
lor the. RAF in World War II, was also the 
former media chief of Ugilvy, Benson &■ Mather 
and earlier the Roy S. Durstine Agency. In 
addition to his agency background, Chipperfield also 
worked five years for General Electric and seven 
years with Shell Oil in London, lie succeeds 
Warren Kratky, who will now head the. newly- 
created Departments of Marketing at Gardner. 
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AROUND FARGO, 

W DAY-TV 

PITCHES A 
SHUTOUT! 




WDAY-TV 

FARGO, N. D. • CHANNEL 6 
Affiliated with NBC • ABC 



ATEST Fargo -Moorhead Hoopers credit 
WDAY-TV with an almost clean sweep of 
audience-preference honors. The chart shows 
that hetween 5 and 6 times as many Metropolitan 
Fargo families tune to WDAY-TV as to the 
next station. 

Look at the sets-in-use — a whopping big 
65% at night! 

Although Metropolitan Fargo represents an 
important segment of WDAY-TV's coverage, it's 
not the whole story. WDAY-TV is also the pre- 
ferred station in most of the heavily-saturated 
Red River Valley. Ask Free & Peters for the proof. 



FREE & PETERS, INC. 
Exclusive National Representatives 



HOOPER TELEVISION AUDIENCE INDEX 
Forgo, N. D. - Moorheod, Minn. — Nov., 1954 


AFTERNOON (Mon. thru Frl.I 
1 2 noon — 5 p.m. 


TV-SETS- 
In-Usa 


Shore 
Television 

WDAY-TV 


of 

Audience 
Stotion B 


28 


86 


14 


5 p.m. — 6:30 p.m. 


48 


88 


13 


EVENING (Sun. thru Sot.) 

6 p.m. — 12 midnight 


65 


85* 


17* 


('Adjusted to compentote for fact stations 
were not telecasting oil hoursl 
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ADVERTISERS' INDEX 



\\ c don't care what you 
<irc J i n p; what color 
n i- how much ii costs. 
If ii - for ^ale to people 
wc can sell it for you 

Now <)H'M) TV -els in 
our imtluplic'itcfl covcrafK' 
and lop CMS. \I5C. 
\ H( '. and I hi \!onl ■«|iows 
lo hold tin- competitive 
market. 
"Comc'n Get It." 




[RADIO^ 
'X38-0KC 



SAUNAS . Mbl 

CAUIOtMIA 



LCfciMtl 

-MdNtEfi 



n«l8L 

tfsrv 



ABC Film 89, 


91, 93, 95 


AIMS .- . 


103 


Hill 


108 


CBS-TV 


8-9 


Eastman Kodak . 


6!) 


Mid-Continent 


FC 


Mt. Washington 


33 


XP.C Had io 


64-05 


Xegrro Radio So. 


102 


Xorthwest Radio/TV School 


9S 


Pulse 


78 


HCA Fquip. 


1FC 


HCA Thes. 


2S-29 


Si-hwiinmer 


5 


Storcr 


70-71 


TSSl.X 


72 


T.I'. A 


5S-r>9 


WestinKhouse 


14-15 


CKLW", Detroit 


92 


KB1C, Hollywood 


6 


KCMO, Kansas City 


7 


KCOIi. San Antonio 


ir, 


KKliC Eugene, Ore 


102 


KKYD-TV, Minneapolis 


9S 


KFJ1H-TV, San Diego 


31 


K(iA. Spokane 


100 


KHOL-TV, Kearney, Nebr. .. 


100 


KINC-TV, Seattle . 


57 


KIjAC. t.os Angeles 


BC 


KliZ-TV, Denver 


67 


KMHC. Kansas City . 


99 


iv »»i .1 - i \ , ri esno 


so 


K'.NAK, Salt Dake City 


106 


k'N I'Z, Houston 


99 


IvI'lX, San Francisco . 


81 


KT*Q. W'f natcliee. Wash. 


10 


KliCA, Los Angeles 


5 0 


KR1Z. Phoenix . . 


96, 101 


KSUW-TV, Salinas 


32, 10S 


KUOA (KOKIi), Long Heaeh 


101 


KWKW, Pasadena 


102 


WABC, Xew York 


11 


\V.\rt, Hii niingham 


96 


W.WF, Louisville 


73 


WBAY. Green Hay, Wis. 


10S 


WBXS, Columbus, Ohio 


63 


\V HUE-TV, Wilkes-Barre 


9 4 


\VI;T, Charlotte 


34 


WCCO-TV, Minneapolis 


13 


WCUE-TV, Akron 


105 


WDAV-TV, Fargo 


107 


WEHT-TV, Henderson, Ky. 


100 


WIOMP, Milwaukee 


30 


WFBL. Syracuse 


12 


WFHU, Indianapolis 


S7 


\\<;X. Chicago . , 


97 


W1HK-TV, W'ilkes-Harre 


98 


WMAC-TV, Johnstown, Pa. 


90 


WJUP-TV, Jacksonville, Fla 


66 


WKZO, Kalamazoo 


Gl 


W.MCT, Cre.nfleld. Mass. 


74 


W.VKW, Xew York 


2 7 


WOI-TV, Ames, Iowa 


110 


W'I'AU Charleston 


105 


WPKX. Philadelphia 


3 


WP1X. St. Petersl)urg, Fla. 


103 


W KBH-TV Columbus, Ga. 


94 


U HCA. Xc\v York 


S3 


WSAZ-TV, 11 iintington 


IBC 


WSJ S, Winston-Salem 


101 


M'SoK, Xashvllle 


102 


WTOP, Washington 


68 


WTIM'-TV, Wheeling 


77 


tt'TVW, Milwaukee, 
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*7Mie 1/t&m*i 

IN THE LAND OF 

MILK AND3*ONEY 




THE ONLY CBS PROGRAMMING AVAIL- 
ABLE TO A MILLION NICE PEOPLE! 

From 7 A.M. to 1 A.M. 
Yep! Bigger'n Baltimore! 




HAYDN R, [VANS, Sen. Mgr. • WEED TV. Rep 



BOOK PARADE 

America's Most Widely 
lif.tcnol.to Hook Program 

\y Ct'HKK.NT RELEASE 

These llciicurrs: 

Carl Snndburc; Tyrone 

IhniH-l O'Flah.-rtji ""l.cri W. 

lolin; AnguM Oertcth; John K. 

Sherman; La..ra Scott Meyer, t 

Hon. Sterling Cole; Trances 1 ark. 

U«on Kcycs; * ulu r Spearman. 

Hic-c Book*.! 

"\n Almanac for Moderns" 

Ponahl Culross I'catlie 
•Ca^alrv of 1 lie SU} " — I >»" 
Montross 

"Tile CHit «'«r" James Street 

"The Story of My life"— Helen 

Keller , - . . 

"Awav All Boats" Kenneth l)od*on 

••A Connecticut Yankee In Klii(t 

Arthur's Court" Mark Twain 

"A Man Calle.l I'ctcr" Catherine 

Marshall 

••Atom, i" Tbe lamily"— l-«»ra 
I'erml 

•Mr». Can.ly Strike. It Rleh 

iUlxrt Tallant 
"Hoanoke Renegade" Hon Tracy 




BROADCAST MUSIC, INC. 

NEW YORK ■ CHICAGO • HOLLYWOOD 
TORONTO • MONTREAL 



< IIS. \ll< . VIM., 1)1 MONT 



MIRACLE OF TV 

{Continued jrom page 103) 

tinued, "when my husband came home 
I met him at the door and said to him 
'All men are beasts. Make your own 
supper! 

Now my question is this: "Do yon 
think this man ever really understood 
his wife?" Probably no better than 
any of us really understand the public. 

The be;-t we can do, realistically, is 
to try to understand the public, and 
to try to improve the existing methods 
for determining what Americans think, 
feel and believe about what we are 
doing — to pioneer a new interest in 
the public interest. 

Marketing research has, of course, 
come a long way toward telling us 
what the public prefers. In your own 
field of radio and television, you've 
seen the rating services originate and 
deterioriate. Today when we go out 
to buy television, we may lean pri- 
marily on one rating service to tell us 
what the public prefers in programing, 
but we also check to see what sort of 
rating the competitive services give the 
same show. Frankly, our rating serv- 
ices are in such a muddle today that 
I think Einstein's second greatest con- 
tribution might have been to give us 
one, single best rating method. 

The other day our rating books for 



the city of New Orleans arrived. We 
had just placed a syndicated film show 
on WDSL and were anxious to see 
what sort of rating we'd achieved. 
One service showed a 5; another 
showed a 17. Yet both showed the 
preceding program with the same 20 
rating. You figure that one out! Do 
we have an audience or don't we? 

Another step forward has been in 
research concerned with determining 
remembrance of commercials. Gal- 
lup-Hobinson of Princeton, IVew Jer- 
sey, have done a fine job in develop- 
ing what the public recalls of your 
commercial message a day or two after 
they've seen your tv show. But here's 
the rub — 

We ran an Amni-i-dent commercial 
last year and the surveys showed a 
high recall. What happened? Another 
sponsor who subscribed to this same 
research simply "borrowed" our com- 
mercial and spent five times as much 
money advertising the same appeal. 

Then there's Horace Schwerin's fine 
work in getting audience reaction to 
program content and commercials. 
Here the public attends his research 
studio on Sixth Avenue in New York 
and indicate what they like or dislike 
about programs and products being 
promoted. At the conclusion of the 
test, the audience receives Brand "X" 
or "Y," whichever they preferred in 



the masked commercial tests. Their 
Old) problem. I understand, is that 
the same people are getting in line 
each da\ . knowing that they'll leave 
loaded down with merchandise. 1 
haven't figured out yet whether this is 
market — or -uper market — research! 
Understanding the public — 
How fine it would be if only we 
could ! 

It might enable us to come up with 
programing at half the cost, or use 
scripts land jokes) with confidence. 

We could develop commercials, 
knowing in advance that the public 
would go out and buy the product 
like crazy next morning. Or, if we 
were politicians, we could eliminate 
the arduous campaigns in the field, 
and simply send that magic message 
over radio and tv and wait for the 
votes to roll in. 

Isn't it fortunate for us that the 
basic law of psychology still stands? 
That we can only predict, but not con- 
trol human behavior. 

We'll never fully understand the 
public an\ more than we fully under- 
stand our w iv es or our children. Vihat 
we can accomplish is greater under- 
standing: greater recognition; greater 

pioneering efforts in the public interest. 

★ * * 



in in mnw ti svjtiii 




I. iVeic construction permits* 



CfTY 4 STATE 



CALL 
LETTERS 



CHANNEL DATE OF GRANT ERP(kw)- 
NO. Visual 



Antenna i STATIONS 
(ft)'" ON Al R 



SETS IN 
MARKETt 
(000) 



PERM ITEE. MANAGER, RADIO REP1 



OODLAND, KANSAS 
ATTIESBURG, MISS. 

HHRATA, WASH. 
ULWAUKEE, WIS. 



10 
9 

43 
31 



11 May 
4 May 

4 May 
4 May 



204 
28.2 

13.2 
21.4 



580 
490 

660 
350 



None 
None 

None 

WXIX 
WTMJ 
WTVW 
WCAN-TV* 



NFA 
NFA 

NFA 
393,255 



Good land Bests Co (KWGB) 

James E. Blair, sole owner 

Lion Tv Co. 

Dave A. Matison Jr. 

Harold M. Matison 

Milton J. Fine, owners 

Basin TV Co. 

Cascade Bests, Owner 

Thomas C. Bostie. pres. 

Business Management Inc. 

Joseph A. Clark, pre> &. trca* 

(sole owner) 
Edward I. Stillman. v. p. 



BOX SCORE 

V. S. stations on air . — — 420 

Markets covered . « 261 

V. S. tv sets (1 Apr. '55)_., 35,504,000 

V. S. tv homes (1 Apr. '55) 33,600.000 



•Both new CP's and stations coins on the air listed here are those which occurred between 
5 May and 19 May or on which information okjIcI h< obtains! In tt at period. Station! art 
considered to be on the air when commercial operation startr. "Effectlvo radiated power. Aural 
power usually Is one half the visual power. •••Antenna height *bove average terrain (net 
above ground), tlnformatlon on the number of sets In markets where «ot designated u belnf 
from NBC Research, consists of estimates from the stations or reps and must be deemed approxi- 
mate. SData from NBC Research and Planning 'In most cases, the representatives of a radio 
station which Is granted a cp also represents the new tv operation. Since at prcsstlme it U 
generally too early to confirm tv representatives ol most granteea. SPONSOR HsU the reps erf 
the radio stations In this column (when a radio station lias been given the tv grant). NFA: No 
figures available at presstlme on srti In market. 

] Has suspended operations, but has not turned in C P. 
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ONE IN A MILLION . , 



Greg's one ef a special million. He's one of the million Iowans in the WOi 
Television audience 

His parents have been WOI-TV viewers for more than five years, and now 
Greg sees that the dial remains on Channel 5 where he has learned, through 
experience, to expect the best in television programming. 




MAXIMUM POWER 



WOI -T 

IOWA STATE COLLEGE 
CHANN E L 




CBS DUMONT ABC 
REPRESENTED BY 
WEED TELEVISION 



KEPOICT TO SPONSOltS FOH .'JO MAY I».>.> 



(Continued from page 2) 



154 new radio 
outlets in year 



"Monitor" client 
roster grows 



Non-home listen- 
ing still growing 



'Victory" scores 
rerun victory 



More food, drug 
sales; less stores 



Big tv impact in 
newest markets 



Steady growth of number of tv stations in U.S. is paralleled by 
steady upswing in number of radio outlets. Between 1 May 1954 and 
same date this year total number of licensed-and-operating radio sta- 
tions went from 2,563 to 2,717 according to FCC — a gain of 6%. Number 
of tv outlets went from 387 to 453 — a gain of 17%. 

-SR- 

Blue-chip list of sponsors have signed for NBC Radio's weekend experi- 
ment, "Monitor." So far, billings amount to over $1,000,000 gross 
with discounts knocking off about 33%. Advertisers include: Chevro- 
let, Gruen, Philip Morris, Western Union, RCA, Nash, Carter Products, 
Chesebrough. Buying patterns vary widely: Philip Morris is using 
mostly 30-second breaks ; Gruen uses 6-second billboards ; Nash uses 
minute announcements. Program starts 12 June, goes to 40-hour 
length on 18 June. 

-SR- 

Out-of-home radio listening continues to boom. U.S. families averaged 
22% additional out-of-home dialing in past winter, according to Pulse 
monthly checkups of 150,000 or more families. Primary location is 
autos (54.7%), with at-work listening (17.8%) runner up. 

-SR- 

Durability of some syndicated film shows, even after multiple runs 
in same market, is often delightful surprise to advertisers, sta- 
tions. KTTV, L.A., finished third run of NBC Film's "Victory At Sea" 
earlier this month for local Buick dealer. Within 24 hours, 10, 000 
v iew e rs phoned st at ion, asked for yet another rerun ; some 600 more 
wrote letters. "Victory" has had multiple airings in New York, 
Chicago, Denver. 

-SR- 

Necessity for thoroughly pre-selling the food and drug consumer today 
via air advertising is underlined by figures showing 1948-1953 
changes in food, drug retailing. During this period: (1) food store 
dollar sales shot up 34.7% but number of outlets dropped off 4.7% in 
U.S. ; (2) drug dollar sales volume increased 21.4% but number of drug 
stores slid down 1.8%, according to Nielsen Food & Drug Index. Trend 
toward supermarket ing at retail level has been one of biggest spurs 
to heavy use of radio and television by food and drug leaders. Some 
15% of all food sales are now in super markets. 

-SR- 

Value of the ne wer small- and medium-sized telev is ion markets both in 
advertiser's network lineups and tv spot schedules is pointed up 
sharply in NBS TV's new "Strangers Into Customers" study (see page 40 
for story). NBC surveyed Fort Wayne, Ind. , just before and 6 months 
after uhf outlet WKJG-TV went on the air. New Hoosier viewers wel- 
comed tv like long-lost friend, bought what it sold. Average tv-sold 
brand (Scotties, Pride, Cheer, Armstrong) shot up 33% in just 3% 
months in tv homes, only 12% in others. Major webs have "package 
plans" for buying newest outlets. 
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SPONSOR 
SPEAKS 




RAB and TvB 

llif \\IMB is lo l)c t omiuended 
for its foresight in turning over part 
of its program at I lie 33rd Convention, 
ju-l com hided, lo K \B and TvB. The 

\M' \ has long followed a policy of 
-pollighting the aridities of its promo- 
tional arm. the Bureau of Advertising, 
and the \ \RTB is ui-o lo follow a 
-imilar procedure. 

Both radio and television need sound 
and con-lanl promotion to fulfill their 
potential. \nd admen are grateful for 
I lit* cali her of >ale- information both 
l{ \B and Tvl5 are geared lo provide. 

\dmeii. who attended this Convention 
in uuu-iiallv large numbers itself an 
indii alioii of the grow ing stature of the 
air media in ageucv and client deliber- 
ation'- were inipre— cd bv the pro- 
gram- of factual information and care- 
ful planning presented. 

Vtinmg the liighlighls of RAB's ses- 



sion, presided over bv Pre>idenl Kev in 
Sweenev. were a talk bv Emanuel Katz, 
president of Hoe-kin Products, who 
recentlv switched from network tele- 
vision lo network radio I see SPONSOR 
21 March 1955. page 16). 

Local-lev el radio's impact was dram- 
atized at the RAB session by Irwin 
Feld of Super-Musie Enterprises in 
W ashington. 1). C. I see SPONSOR article 
5 April 1954. page 16) and by Gailard 
/ink of Zink Supermarkets. Salem, 
lnd. Feld and Zink are among the 
winners in RAB"- third Radio Gels 
He-ulls contest. Feld for his company's 
campaigns on WAV DC, Washington, 
and Zink for campaigns on WSLAl, 
Salem, lnd. 

The Convention provided TvB with 
the first opportunity since its ineeplion 
for a full-dress presentation of its plans 
and approach. Oliver Treyz, TvB presi- 
dent, showed assembled broadcasters 
and admen the program of sales activ- 
ilv and sales research which TvB now 
has rolling full swing. Treyz revealed 
results of a study relating ownership 
oi automatic washers to television own- 
ership and viewing which as a sam- 
ple of deeply documented re-earch 
promises well for TvBs reception he- 
fore advertising executives. 

* * * 

Who should buy like P&C? 

Perhaps the greatest testimony lo the 
effectiveness of the air media is the 
great and continued growth of Procter 
X Gamble which by sponsor's estimate 
puts over <">()' r of a ST 1 million budget 
into radio and television. 

P&C over the sears has acquired 



a reputation as the most numbers- 
eonscious of all advertisers. It is said 
that a P&G media man feels lost with- 
out his slide rule for calculating cost- 
per- 1,000; that rigid rules have been 
passed down from P&G to its seven 
agencies stipulating that buyers may 
only buv above a certain rating. 

Part two of sponsor's PS.G series in 
this issue (page 38) points out that the 
rigidity of P&G's approach to buying 
time has been exaggerated, that even 
though P&G is indeed determined to 
achieve a low eost-per- 1,000 it allows 
its buvers common-sense leeway. But 
still sponsor's reporter came away 
from his interviews in Cincinnati with 
a strong impression that P&G is rela- 
tively unmoved by factors other than 
circulation. 

The advertiser who concludes that 
ever}' eompanv ought to follow suit 
would in our opinion he making a 
grave mistake. P&G. which buvs ad- 
vertising by the ton, can perhaps af- 
ford to overlook some of those out- 
standing bins which eannol be mea- 
sured on a slide rule. It attains massive 
impacl through high frequency and is 
moreover usually buying with maxi- 
mum discounts. 

Most olher accounts cannot afford 
to overlook personalities and programs 
which may have higher-lhan-average 
sales potential even if the numbers 
lend lo show higher-lhan-average cost- 
per-1.000. In particular the small and 
medium-sized account may be by-pass- 
ing excellent opportunities to gel the 
most out of a budget if it seeks to fol- 
low in the pattern of a giant like P&G. 



Applause 



The Miracle of Television 

In .i remarkable analv-i- of adver 
h-uig r< -ull- and philo-ophv George J. 
\biani-. advertising vice president of 

I lie lll<i( k Dl I1L- Co.. I.l-i Week ill W a-ll- 

iiclon. i). (... look 100 broadcasters, 
H p-. .Hid MgeiH \ executives behind the 
-<enc- ,,f ,| ninlli million dollar tv 

' In n!. 

I be O'l.l-ioll wa- sj-oXsi )|('s Second 

l'l'\i-i"i I'ioikt Dinner honoring 
tie In,'; j 1 1 1 1 r i< i r prefiee/e (\ -(alinus 
(- \wll .i- |. ime- ( llagcilv. pre-- -e< - 

I in te tin I'm -idcnl 

Hi fun n . ( 1 1 ' 1 1 < ii( ( iiii hiding -i\ of 

II < e\< n 1 ( ( ( , ,||||llt--ii ilicr- .1- well 



as numerous .Nmalors and Kepresenla- 
livcs \brains revealed the trials, errors, 
and triumph- of a eompanv with a big 
>lake in a new medium. \s the record 
unfolded, the men of Washington as 
well a- the other guests caught a rare 
glimpse of advertising in ac tion. The 
record showed the hazards to business 
growth under a free coinpetiliv e sv-tem 

and tin* reward-. \- we saw il. his 
report was a fun' testimonial lo the 
opporlunilie- available lo a -mall firm 
as well as a large one through skillful 
u-e of ihc air media under tin' \nieri- 
can s\s|eni, 

\brains gave a how to radio, too. 
lie said: "Since 1050 the scoreboard 



shows thai we've ponied $20,000,000 
into tv. with 1955 the biggest year of 
all. \nd vet. at the same lime, we've 
also rediscovered radio going back 
this year into network and spot radio 
on a much hoav ier scale than in recent 
v ears." 

Block Drug accomplishments, sparked 
bv dominant emplovmenl of the air 
media, have excited all companies in 
the toothbrush, toothpaste, mouthwash, 
liniment, and shampoo fields. Excerpts 
from his talk are contained in this 
issue starling on page 41 

Copies of the talk will be available 
on request. 
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Here is a conclusive combination of two significant things : (1) a map showing 
our important and prosperous Industrial Heart of America — five states with 
a built-in buying power that totals close to four billion dollars — and 
(2) the mastheads of over 30 daily newspapers which always carry WSAZ-TV's 
program logs. They do this because their readers want to know what WSAZ-TV 
is bringing them every day throughout this whole 125-mile sweep. You can't 

beat the barometer of public demand ! 

Nor can you beat the selling influence of WSAZ-TV in about half a million 
TV homes. Words are fine — but solid proof is better. The nearest 

Katz office has lots of the latter. 



Huntington- 
Charleston, 
West Virginia 

CH ANSEL S 
Maximum Power 
NBC BASIC NETWORK 

affiliated 
ABC tt Du Monl 



ll 



IC BASIC NETWORK — - j 

affiliated /L ;J I 
ABC A Du Monl ^ sj I 



WSAZ 



also affiliated 
vilh Radio 
Stations WSAZ. 
Huntington <t 
WGKY, Charleston 
Lawrence H, ReQcrs, 
Vice President and 
General Manager, 
WSAZ. Inc. 
represented 
naitanallu 
by The Katz 
A pencil 
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PEOPLE IN GREATER 
LOS ANGELES HAVE 
PROVED THEIR 
LOYALTY AND BELIEF 
THE BIG 





KLAC 



4 



s 



UN RADIO STATION 

KLAC AS A 

RESULT YEAR 
AFTER YEAR THEY 
HAVE MADE 



INDEPENDENT 

STATION 



COOPER NGBL&fN SURVEYS 



570 ON YOUR DIAL 



"Serai SSIc Man*, f • R<piref4«VchN4lionarif by 4dam I Yourtti j 



